Leader fixtures on which the new 
LENSPANEL is now available: 
RECESSED TROFFERLITES 


f 


1-240-LP 


All Leader recessed Trofferlites are now avail- 
able with LENSPANEL, adding ao whole new 
series to the already versatile troffer system 
of fluorescent lighting. Lengths from 48” to 96", 
in 12” or 24” width, furnished for o variety of 
mounting styles, for from 1 to 8 lamps. 


Designed especially for efficient and eco- 
nomical store lighting, Leader's PTE is more 
striking than ever when supplied with the 
new lucite LENSPANEL. Models for 2, 3 or 4 
lamps, either 40-watt or Slimline in lengths 


from 48” to 96”. 


*Pat. Pending 


We take great pleasure in presenting the beautiful new 
Leader Low-Brightness LENSPANEL of clear, sparkling. 
lucite plastic . . . another Leader first! A new solution to 
the problem of enclosing fluorescent fixtures for maximum 
efficiency in light distribution, low surface-brightness. and 
better protection from dust and breakage. Leader’s LENS- 
PANEL offers not only these advantages. but the plus values 
of lighter weight. greater beauty and lower cost. 


Here is what it is: 

Leader's LENSPANEL is a plastic lens with inner surface deeply 
incised in 'y" squares, the outer surface completely smooth and 
free from all irregularities. Plastic is rigid, strong, warp-proof. 
Weighs only a fraction as much as glass of equal size and thickness. 


Here is what it does: 

This new lucite lens brings greater beauty to fluorescent lighting 
... offers 45° shielding, with freedom from glare . . . provides 
greater protection . . . reduces structural strain because of its 
light weight . . . requires less maintenance. 


Sold and installed by the better 
electrical wholesalers and contractors 


LEADER ELECTRIC COMPANY + 3500 North Kedzie Avenue, Chicago 18, Illinois 
leader Electric—Western. 800 One Hundredth Avenue, Oakland 3, California 


Campbell leader, ttd Brantford, Ontario, Canada 
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FIRST—with “Economy DEtaY” Renewable Fuses you save 

money every time you have a current “blow”. Simply remove the blown 
link and replace it at the cost of only a few cents with a new, 
“ECONOMY DE-LAY” Renewal Link in the same cartridge. 


SECOND-—you save because of the short time required to make 
this replacement—and time is money. 


THIRD—you save by reducing “down time” on machines—because an 
inexpensive carton of Economy Fuse Renewal Links kept on hand 
24 hours a day, answers fuse renewal requirements immediately. 


Your Electrical Wholesaler has “ECONOMY DELAY” Renewable 
Fuses and Renewal Links in stock. 


Ask for the Economy Catalog and Price List. 


ECONOMY FUSE AND MEG. CO., 2717 crecnvicw ave, chicnco 14, 


5730 EW ELECTRICAL WHOLESALERS—Yow also sove three ways; save customers, seve sales, 
save profits, that would otherwise be lost, when you carry adequate stocks of 
“ECONOMY DE-LAY” Renewable Fuses and Renewal Links in all standard sizes. 


November, 1952—ELECTRICAL WHOLESALING 


; 
¢ se ECONOMY FUSES 
You SavE 
2 
; 
| 
4 
. @ . 
4 
wl 
© Reg. U. S. Pat. Office 
ENTATIVES IN 
NCIPAL CITIES 
1 


Stab-loks 


REGISTRATION APPLIED FOR 


MILLIONS OF STAB-LOK circuit breakers have been 
installed the country over, and Stab-lok is the only 
popular-priced breaker whose dependability has been 
proved under every sort of service condition. It’s the 
one popular breaker that you can sell with complete 


confidence. 

Single pole and double pole simultaneous trip Stab-lok 
breakers come in a standard 15-50 amp. range. As the 
double pole breaker is exactly twice the width of the 
single pole, they are instantly interchangeable. 

But Stab-lok is far more than a breaker. It’s today’s 
most modern and flexible circuit protection system... 
brings an exclusive combination of advantages that 
assures complete dependability, amazing flexibility, and 
lowest installed costs. Start cashing in on Stab-lok today! 
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BIG, FULL-SIZE BREAKER 
There’s no paring down in size to reduce manufacturing 
costs. Stab-lok is a big, husky, full-size breaker. And inde- 
pendent laboratory tests show that Stab-lok uses twice as 


much metal where it counts, carrying current ... that it 
has fewer and more rugged parts! i 

COMPLETE RANGE a 


The Stab-lok system gives you today’s most complete 
range of enclosures...9 basic devices and others for 
special applications. With 3MBA, for one example, you 
can convert a multibreaker into a Stab-lok, quickly and 
inexpensively. 


LOWEST INSTALLED COST 


3 Records show that Stab-lok is much the easiest, most 


economical breaker device to install. Enclosures have lots 
of wiring space .. . backplate is readily removed for wire 

ulling .. . all components are accessible . . . special design 
ene quick alignment in flush mounting. 


FOUR-WAY STABS 


The stabs are an exclusive Federal Noark development 
and provide the safest and easiest method ever devised 
for inserting breakers. 4-way stabs make instant, positive 
contact with specially designed main busses and are 
automatically locked into place — no tools! 


COMBINATION FLUSH-SURFACE ENCLOSURES 


Most of the enclosures for the Stab-lok Circuit Breaker 
system are of the famous Federal Noark combination type 

4 for either flush or surface mounting. This virtually cuts 
in half the stock of enclosures necessary for meeting 
every sort of requirement. 


Write for Stab-lok Basic Catalog... 
and start selling today’s 
fastest-moving line 


4 FEDERAL ELECTRIC PRODUCTS COMPANY 
50 Paris Street, Newark 5, New Jersey 
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Only lighting units that can 
meet or exceed approved 
standards of quality bear this 


RLM LABEL 


...and here are. these STANDARD SPECIFICATIONS 


in the up-to-date, enlarged edition of the 


NEW 


This new, greatly-enlarged rim Specifi- 
cations Book contains complete RLM 
Spectheation data on a total of 68 types 
and sizes of fluorescent, incandescent and 
mercury industrial lighting units. One or 
more of these units—conforming to RLM 
quality specthcations and certihed to bear 
the rim Label—ts offered by each of 
26 manufacturers 


The aim Label athxed to a lighting unit 
is a Certrheate of Assurance. [t assures 
the buver that the equipment meets ot 
exceeds certain quality standards estab- 
lished by the rim Standards Institute 


and published in its 48-page Specithcations 


RLM SPECIFICATIONS BOOK 


Book. Further, it provides a Warranty of 
Uniform Quality ...a guarantee that 
every RLM-Labeled Unit off each manu- 
facturer’s assembly line will conform 
constantly and continuously —will never 


waver below these standards 


You can rely on this Warranty. It is up- 
held by the extensive ktm Inspection 
and Certification Program—the real back- 
bone of the rtm Label. As fully explained 
in the RLM Spectheations Book, periodic 
inspections are made by an independent 
testing laboratory. Lighting units are 
checked for conformance to RLM stand- 
ards as they come off assembly lines, as 
well as at all levels of distribution 


Send for your COMPLIMENTARY Copy of 
the RLM Specifications Book. Long recog- 
nized as an authoritative aid to everyone 
who buys, sells, specifies or installs indus- 
trial lighting equipment, this enlarged 
1952 edition includes coefhcientwof utiliza- 
tion tables and light distribution curves 
to make it even more helpful. It puts 
the whole story on the 68 different RLM 
Lighting Units right at your fingertips. 
Your copy of the new edition, RLM Spect- 
fications Book ts available without cost 
or obligation. Address your request to: 
RLM STANDARDS INSTITUTE, Suite, 817, 
326 W. Madison St., Chicago 6, Illinots. 


IE 


WD 


RLM cand for Reflector and lighting 
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50-WATT SIZE 


LIFE 


FULL PAGE 


SHOW 36 KEY MARKETS 


100-Wa}lt SIZE 


GENERAL ELECTRIC 
GA LAMPS 


BACKED BY NATIONAL ADVERTISING. Firs: “Blitz” 
promotion of 1953 is on General Electric’s revolutionary 50 and 
100-watt GA Lamps that beautify ceiling fixtures. It gives you two 
jam-packed weeks of sales-boosting promotion! Full-scale national 
advertising ! Hard-hitting local advertising ! All concentrated on one 
product—GA lamps! Almostevery home hasat least one ceiling fixture 
that burns bare bulbs. That means millions of sockets need GA lamps. 
And the new 100-GA for one and two socket fixtures means a mar- 
ket of millions more for hotels, apartments, restaurants and clubs. 


Now’s the time to get your customers set for this promotion. 
Start stocking them right away. Help them set up eye-catching dis- 
plays. If they don’t handle General Electric GA Lamps, tell them 
what the “Blitz” promotion can do. Show them how it will open a 
whole new line of profitable lamp business for their stores. 


TV | RADIO 


JAN. 12 


JAN. 4 and 11 JAN. 5 THRU 18 


10 | 
| 
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GENERAL ELECTRIC 
SUNLAMP 


“BLITZ” FEATURES G-E SUNTAN GIRL. I: kicks off 
the day after the GA promotion ends. It spotlights the General 
Electric Sunlamp. ““Come-on” advertising in LIFE and LOOK fea- 
tures the famous G-E Suntan Girl, painted by magazine cover artist 
Jon Whitcomb. Nation-wide television and radio commercials will 
put extra punch in the promotion. 


The Sunlamp “Blitz” promotion is timed to make the most of 
the hottest period for sunlamp sales—January and February. With 
each G-E Sunlamp selling at $8.50 retail, you and your customers 
will be getting big dollar volume. 

Make sure every possible customer is stocked with plenty of G-E 
Sunlamps. Make sure they have all the display material they need. 
Make sure they use it right. You'll make a new high in sunlamp sales! 


TV 


FULL PAGE | FRED WARING SHOW 


| FEB. 10 (OUT JAN. 28) JAN. 25, FEB. 1 JAN. 19 THRU FEB. 1 
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“Blitz” test boosts sales of 50-GA lamps to 20 times 
national average in Davenport, lowa 


Last year’s national “Blitz” promotion on the 50-GA was 
a big success. But to find out the full effect of the 50-GA 
advertising when wholesalers and retailers tied in, Daven- 
port, lowa, was singled out as a test area. 

A General Electric salesman worked with wholesalers, 
made sure retailers were stocked with plenty of 50-GA 
lamps. He helped them set up colorful displays, kept de- 
tailed sales figures. And here’s what happened! Records 
show that sales of General Electric 50-GA lamps zoomed 


to 20 times the national average! 


+ 4 


| 20 TIMES GREATER 


DAVENPORT SALES 
DURING 50-GA “BLITZ” 


NATIONAL SALES AVERAGE 
DURING 50-GA “BLITZ” 


2 years of Sunlamp sales crammed into 3 weeks 
in Binghamton, N.Y. “Blitz” test 


BINGHAMPTON SALES 
DURING 3 WEEKS OF “BLITZ” 


NATIONAL YEARLY AVERAGE 
OF SUNLAMP SALES 


Another Blitz” test was conducted last year in Bingham- 
ton, New York, during General Electric’s national Sunlamp 
promotion. Similar stocking and display jobs were done 


for all possible outlets. 


Results? You bet! The number of retailers handling G-E 
Sunlamps was upped 255%! Sunlamp inventories were 
increased 242%! Based on the national average for past 
years, Binghamton retailers crammed 2 year's sales into 
a 3 week period! And the carry-over impact of concen- 
trated advertising kept sunlamp sales rolling in at an 
increased rate, even after the “Blitz” ended! 


For more information about how you can tie in with these two 
“Blitz” promotions and for help in getting display material, 
contact your nearest General Electric Lamp district sales office. 


Plan now to make G-E “Blitz” promotions pay off in your area 


GENERAL @@ ELECTRIC 
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FULL stocks of Burndy connector types and sizes 
means you're all set to tie in a profitable connector 
sale every time there’s a call for wire or cable. 
BURNDY QUALITY means top value, top demand, top 
performance, repeat business. BURNDY ADVERTIS- 
ING in 25 electrical magazines . . . plus technical 
literature — catalogs — bulletins — displays — trade 
shows — promotional novelties — publicity — cata- 
log participation — broadsides, envelope stuffers 
- . . all pre-sell your customers in the field. It all 
adds up to greater sales at your counter. 


BURNDY BURNDY 
QIKLUG 


JRNDY BURNDY BURNDY 
SCRULUG 


4/0 


VERSITAP 


40! 
40) 


af 


SERVIT = 


BURNDY ENGINEERING COMPANY INC., Norwatk, CONNECT. BURNDY CANADA LTD., toronto 8, ont. 
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Take advantage the 
Rome RoBarn 


Neoprene Sheathed Cable 


oPrene 


All-Purpose Power Cable 


Underwriters’ Approved as Type USE 


For Underground Services and Circuits 
Between Buildings 


Typical underground farm wiring installa- 
tion. Dotted line indicates RoMarine- 
RoPrene used both as an underground 
service cable from pole to house and for 
underground power distribution from build- 
ing to building. Rome RoBarn is used to 
wire the buildings. 
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More and more farmers want to expand electrification to include 
barns and outbuildings. That’s where Rome RoBarn comes in. 
Especially made for wiring all farm buildings, RoBarn is Under- 
writers approved for use in cow barns and other hazardous loca- 
tions where it would be subject to heat, cold, moisture and fungi. 
Insulated and sheathed with Neoprene, and reinforced with a 
special glass braid, RoBarn cannot absorb moisture . . . will not 
support flame. It also resists ammonia fumes, uric acid, mechanical 
injury and is completely non-rotting. It's easy to use, too. Diameters 
are uniformly small, providing increased space in outlet boxes. 
Sheath and insulation strip cleanly. 


Farmers also realize the advantages of underground wiring. 
They know it's safe from ice loading and windstorms. It won't 
snag tall machinery and is less of a lightning hazard. 

RoMarine-RoPrene offers the perfect solution to the farmer's 
underground wiring requirements. It is Underwriters approved for 
direct earth burial, service entrance from pole to meter and for 
underground power circuits from building to building. 

A high quality rubber insulating compound (RoMarine) gives it 
excellent resistance to heat and moisture. Its RoPrene (Neoprene) 
sheath resists soil acids and alkalies, as well as oils and physical 
abuse. Light in weight, RoMarine-RoPrene is easy to install and can 
be terminated with simple manual connections. Splicing and 
tapping are easy, too. 

Learn more about this highly effective farm wiring combination 
and how you can use it to get your share of the big farm market. 
Just mail the coupon. 


It Costs Less to Buy the Best 
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ROME CABLE CORPORATION, Dept.WH-11, Rome, N.Y. 


M E A B L Please send me material checked: 


(© RoBarn Bulletin (1) Power and Control Cable Catalog 


Ce 


“a Address 


RoBarn is immune to livestock excretions 
and ammonia fumes. 


Protected by Neoprene, it absorb 
moisture, rot or support flame. 


RoMarine-RoPrene can be buried direct a 
in earth without additional covering. Ber 


Can be used as service cable from pole 
to meter—or for underground circuits 
between 
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Rees 


CONSTRUCTION DESIGN VERSATILITY 
The best in assembly and construction go The “decorators touch’ The Revere Line fits a multitude 
into every Revere Unit. Floodlights are jominant in all R I purposes—each Unit being 
built to withstand the rigors of outdoor H unite the Pylon-Lit > gned to put every foot 
service. Stainless Steel and non-ferrous al- for example. It off - Alzak or Porcelain High, andle to work effectively. Teche 
love are used wher ts must resist the ens possibilities Medium and Low Ray Re cal “know-how” backed by an 
lements uilding nee flectors ganization teaming with enepe 

on Pumy ds, Race uy has put Revere out-in-front 


n the lighting field 


eaterapproaches, ete 


Famous 3800 Open-Ty pe Flood— 
100 to 1500 Watt General Ser- 
we, also 750-1000 Watt Bi-Post 
{ 46 & 56 Lamp 
Holder—a brain chile 
Revere engineers 
who sensed the illumi- 
nation value of Sealed 
Beam Lamps and de 


holders for 


Long range Enclosed Flood 

750-1000-1500 Watts. An outstanding WIS Area Light 
feader—light in weight—wat with 150 Watt 
bighly efficient— Flood rotates in voke for uster Lights. 
@asy servicing. All positions are degree 


Marked. 
Ultra-High and 


High Intensit 
Markers, 


Creat selection of 
Pylon-Lites with 


SERVICE STATION- AIRPORT - 


STREET - INDUSTRIAL - OUTDOOR THEATER 
aad MARINE LIGHTING.... 


Kevere’s claim to fame is based on ‘on-the-job’ gam 
formance over a widespread illumination Categamm 
Finest in QUALITY ...Long-Lasting SERVICE...enduring 
OF DESIGN ... STURDY CONSTRUCTION . . . EASE 
WIRING and MAINTENANCE are the outstanding 
that establish leadership for REVERE Lighting Equipmenm ; 
Phere is stronger proof of REVERE Quality than the 
Of its equipment—time after time—for use in America’s foram 
Sports arenas, Army and Navy Airports, private and mundane 
pal airports, leading service stations throughout the nation, 
|| Sad prominent municipal park, playground, protective end | 
street tightiog jobs. 
Consulting the REVERE catalog is an 
"Moun La & @ducation in “what's in 


naires for Ly 


Rigid one-piece 
streetlighting poles =White-way Pylon-Lites 


with long or short, For Street and Boulevard 


6011 BROADWAY CHICAGO 40, ILL. 
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A PRODUCT OF JENKINS 
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BROS. 


FOR AN ALL~TIME COLLEGIATE 


FOOTBALL RECORD, 


ROBERT PARNHAM OF GEORGIA TECH, 
IN THEIR 1926 GAME WITH GEORGIA, 
BOOTED THE BALL IIS YARDS, WITH ROLL 


JENKINS 


GUARANTEED FOOTAGE 


You get full measure with 
every roll. Tapes up tight 
and snug to the last inch. 


NO WASTE 
All Gold Seal Friction Tape 


tears evenly, does not ravel, 
molds to uneven surfaces. 


HIGH DIELECTRIC 


Less Gold Seal Tape needed 
per job. No pinholes; one 
tape thickness insulates. 


LASTING “TACK” 


Gold Seal sticks to the job 
under toughest conditions 
of cold and moisture. 


EASY HANDLING 


Gold Seal does not peel, 
dry out or smear the 
hands in hottest weather. 


SPEEDS THE JOB 


Linemen and electricians 
prefer Gold Seal Tape. It 
saves time and trouble. 


STOCK AND SELL GOLD SEAL TAPE 
for fast turnover — for steady profit 


FRICTION AND RUBBER TAPES 


In either 10-roll cartons or single rolls. 
Every roll sealed in cellophane, stays 
fresh. Jenkins Bros., (Rubber Division), 
100 Park Ave., New York 17. 


Jenkins Bros. also make Diamond Seal Friction and 
Rubber Tapes which meet ASTM Specifications. 


MAKERS OF 


FAMOUS 


JENKINS VALVES 
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Tuar’s way, if your customers want a “special” in a 
hurry. a U.S. Rubber belt usually can be obtained without 
making a new mold. You get the fastest possible delivery 
of your specific belt. 

“U.S.” engineers will compound belts with special prop- 


oe rubber cushion in closely 
engineered balance with 
sect to keep cool under con 
stant stretch and turn 


—— Tensil Cord Section ~ all 
rds ntifically placed, each 
el ng its share of the load 


cushion for the 
Fou i es 


A_COMPLETE DRIVE SERVICE 
MULTIPLE V-BELTS 
F.H.P. BELTS SHEAVES 


FLAT BELTING AND BELTING 


SPECIAL PURPOSE BELTS 


erties to withstand conditions not usually found on the 
average drive—oil, high temperatures, generation of static 
electricity, to name but a few 

“U.S.” V-Belts have practically no stretch. Before leav- 
ing the factory, the inherent stretch has been worked out by 
mechanical means. But sufficient elasticity is retained to 
enable the belts to withstand severe shock loads. Extra pull- 
ing power is gained by means of straight sidewalls, which 
grip the grooves for complete contact the full height of the 
belt. Protective jackets increase the grip while keeping out 
the dirt and prolonging life. 


Branch stocks are available in 23 strategically 
located cities across the country. For complete 
detailed information write to the address below. 


PRODUCTS OF 


UNITED STATES RUBBER COMPANY 


MECHANICAL GOODS DIVISION + ROCKEFELLER CENTER, NEW YORK 20, N. Y. 
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Easy to install and rugged in use, Trol-E-Duct gives mechan- 
ical support for the heaviest lighting fixture. It supplies cur- 
rent along every inch of its length. Permits fixtures to be 
moved, added or removed quickly, without current outage! 


He 


Wherever an electric hand tool is 
used, it needs mobility. BullDog 
Universal Trol-E-Duct provides 
complete mobility with trolleys 
that roll on steel wheels, furnish 
power as they roll! Trol-E-Duct is 
enclosed at top and sides, requireg 
cleaning or maintenance, 


inthe no 


Versatile lighting systems your customers 
can quickly install with a screw driver! 


Loaded with exclusive features... 
this BullDog item really moves! 


Universal Trol-E-Duct is completely prefabricated 
for highest flexibility, quick, easy installation. Inter- 
changeable sections allow it to be dismantled and 
installed elsewhere at any time without so much as 
a single scrapped part. Only tool needed is a screw 
driver! 

Here’s industrial and commercial lighting at its 
very best! Rigid steel duct encases solid-copper bus 
bars. Through these bars Universal Trol-E-Duct 


delivers current at any point along its entire length, 

Twistout tap-off plugs insert anywhere in the duct 
with a twist of the wrist. Connections are made and 
broken without cutting off the current! 

This modern, low-cost lighting system will please 
your customers, fill all their present and future light 
ing needs. 

Call in a BullDog Field Engineer, or write BullDog 
direct for descriptive Bulletin UT-650. 


Quickly installed. Sections go up in a hurry, 
join without bolting. Sections are prefabri- 
cated, standardized in lengths of 5 and 10 
feet. Entire duct can be dismantled and re- 
installed easily without a scrapped part 


BULLDOG ELECTRIC PRODUCTS COMPANY 


DETROIT 32, MICHIGAN @ FIELD OFFICES IN ALL PRINCIPAL CITIES 
IN CANADA: BULLDOG ELECTRIC PRODUCTS OF CANADA, LTD., TORONTO 


Convenient. Lighting twistout plugs slip into 
duct without cutting power or upsetting 
production schedules. Plugs ground on 
steel casing before contacts touch bus bars, 
slide in with a twist anywhere along duct. 


PIONEERS IN FLEXIBLE ELECTRICAL DISTRIBUTION SYSTEMS 
1902-1952... SERVING INDUSTRY FOR 50 YEARS WITH FINER ELECTRICAL PRODUCTS 
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Mobile Trolleys. Smooth-rolling trolleys are 
available to carry small, portable power 
tools, speed up production. Trolleys ride on 
track inside duct. Constant spring pressure 
against bus bars assures perfect contact. 
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You can find the 
EXACT FITTING 


you need — in the 


CONNECTORS 


N-UNION 


— CONNECTORS 


The conductor fittings shown 
here can only suggest the wide 
variety. You'll find practically every 
good type, in a complete range of sizes. 


New connectors ere constantly being 
added - - so when you need a special 
fitting for an unusual service, tell us about 
it. Most likely we have exactly what 
you want. 


Better design is a Penn-Union feature 
that you'll appreciate. For example, note 
the large gripping surfaces for wrenches, 
on the service connector shown in the 
upper left corner. When you use any 
Penn-Union fitting, you are sure that 

QOUNDING CONNECTOR. it is dependable - - mechanically and 


electrically. 


Preferred by Leading Users, who have 
<a, found that the “Penn-Union” mark on a 
Le, connector is their best guarantee of 

ae unfailing service. 
ANY MORE 


— Sold by Leading Wholesalers 
4 PENN-UNION ELECTRIC CORP. 
ERIE, PA. 


Canada: Dominion Cutout Company, Ltd., 
250 Richmond St. West, Toronto 
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OPEN LIKE A LATTICE 
DIFFUSING LIKE GLASS 


“I 


GrateLite Louvre 


the latest idea in lighting 
Can. Pats. Pend A SYMPHONY OF DIFFUSED LIGHT 


The first integral plastic louvre for fluorescent lighting, molded of 

LUSTREX polystyrene. It reveals a new conception of architectural 

beauty and efficient lighting: Its diffusion results fromthe %*” 
cubical lattice that cuts off direct light at a 45° angle. 


But words alone cannot describe beauty. See for yourself 
and ask to be shown a sample. It will give you a new 
outlook on lighting. 


GrateLite is tough, quickly cleaned and 
de-staticized. It is furnished in one piece with 
Guth Fluorescent Fixtures. 


utH COMPANY 


LOUIS 3, 
THE EDWIN F. G 
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Four Steps That Mean 
Easier, Quicker, Safer Installation of 


ABC ARMORED CABLE 


— 


FILE OR SAW 3 PULL OUT PAPER 4 INSERT INSULATING 
GUIDED BY CUTMARK BUSHING 


NOTE CUTMARK on the fourth turn from right on armor of cable above. This cut- 
mark (at 114” intervals) shows the location of a prefabricated breaking line inside the 
armor. Only a few strokes of a file or saw guided by the cutmark are required to cut 
through one outer ridge, and a bend by hand severs the armor. This results in a clean 


separation with no sharp edge—a safer, easier and faster job. The prefabricated break- 
ing lines are so designed that there is no reduction in tensile strength, bending quality, 


crushing resistance and electrical conductivity of armor. 

NOTE BOND WIRE UNDER ARMOR which is in contact with the under side of each 
convolution. This provides permanently low armor resistance. It is furnished in sizes 
No. 14 and 12 AWG Cable. 

GENUINE A B € CONSTRUCTION provides for easy insertion of the insulating bushing 
because the paper under the armor readily unwraps from under both ends providing 


space to insert the bushing. 

ALL GLASS BRAIDS protect the rubber insulated conductors, and are flame, moisture 
and rot proof. The use of ALL GLASS braid results in a cable with smaller diameter and 
lighter weight. being easier to handle and install. 


CRESCENT 
WIRE & CABLE 
CRESCENT INSULATED WIRE & CABLE CO. 


TRENTON, N. J. 
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“SCOTCHLOK” 
Electrical Spring Connectors 


are the toughest, tighest-gripping connectors 
ever made. “Snap-off” winding stem for easy 
application. They will not shake loose, thanks 
to spring tension. Packed 100 to a box, 10 boxes 


~% 


New 1-2 splicing method...a real 


profit opportunity ! 


Watch your sales climb with this 
new twist in splicing—‘‘Scotchlok” Elec- 
trical Spring Connectors. And watch your 
sales climb, too, with the natural team-mate 
for ‘“‘Scotchlok’’—‘‘Scotch” Plastic Electri- 
cal Tape No. 33. 


Together, these two ‘‘Scotch”’ 
brand products make the world’s safest, 
most compact splice. It’s a simple 1-2 meth- 
od: twist on “‘Scotchlok”’, wrap on the tape. 


National advertising will carry the 
news and bring the customers 

to you. Be ready for business 

by putting in a good stock 

of “Scotchlok”’ and 

“Scotch”’ 33 today! 


SCOTCH 


1. Connect wires with "SCOTCHLOK’ like this... 


Twist over stripped 
ends of wires until wires 
are flush with small end 
of connector. 


Pull winding stem down- 
ward to break it off 
easily. No soldering, no 
tools, no needless bulk! 


2. Protect wires with SCOTCH” 33 like this... 


Make the “pants” by 
starting tape as shown. 
Bring forward between 
the wires and begin 
wrapping at the large 
end of ‘Scotchlok"’ 


Wind tape on connect- 
or until it extends 2 
inch beyond small end. 
Fold the extension over 
and wind tape back 
towards large end. 
Quick and neat! 


“SCOTCH” 


Electrical Tape No. 33 
is the plastic one-tape insula- 
tion. Excellent outdoor aging 
properties. In %-inch x 20-foot 
“Job Size” Rolls packed 12 to 
a sturdy screw-top container, 
and %-inch x 66-foot rolls in 
individual metal containers. 


Electrical Tape 


The term “Scotch” and the plaid design are registered trade- 
marks for the more than 200 ure-sensitive adhesive ta) 
made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, 

.—also makers of ‘Scotch’ Sound Recording Tape, ““Un- 

Rubberized Coating, “Scotchlite” Reflective Sheeting. 
“Safety-Walk"” Non-slip Surfacing, “3M” Abrasives, Ad- 
hesives. General Export: 122 E. 42nd St., New York 17, N. Y. 
In Canada: London, Ont., Can. 
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Cat. No. DLC 6-0 
Dead End Loop Clamp 


High-Strength Construction 
Heat-treated aluminum alloys plus high- 
strength galvanized U bolt for maximum 
strength. 


Protects Conductor 
Design of spacer holds wires round, prevents 
damage to conductor. 


Better Holding Ability 
Large contact surface plus unique design of 
spacer gives clamp extra holding ability. 


Large Wire Range 
Only one size to stock for 6 through 1/0 
ACSR. 


Competitively Priced 
You get more in this clamp, but it costs no 
more. 


Jasper Blackburn Corporation 


35 MADISON ST. + ST. LOUIS 6, MO. 


Cat. No. PAC 6-0 
Parallel Groove Tap Clamp 


A Stronger Clamp 
Huskier, with larger high-strength bolt. 


Better Contact 

More contact surface plus better gripping 
ability produces a tighter trouble-free con- 
nection. 


Bonded Copper Liner 

Securely bonded to the aluminum clamp so 
that it will not come loose—protects against 
electrolysis. 


Complete Line 
Clamps available for Aluminum, Aluminum 
to Copper, and Armor Rod. 


Large Wire Range 
All clamps are for 6 through 1/0 ACSR— 
Only one size to stock. 
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LISTING! 
LABEL! 


RANGE OF 
APPLICATION! 


like @ 
standard 


Edison base 
fuseholder! 


MECHANICAL PRODUCTS, INC 


FOR RESIDENTIAL, 


Produced in Three Ratings— 


“No need to fuss with blown out fuses!” Millions of homes 
can now afford this new permanent circuit protection! 


AS 
~ 
Aton 
? 
y ‘ 
F 
: 
A 
2 — = 


Now Listed and Labeled as a “Circuit Protector” by 


Underwriters’ Laboratories, Inc.! 


MAGINE a Circuit protective device so basic in concept, yet so revolu- 
I tionary in design and operation that an entirely new product classification 
had to be established in order to permit its proper listing by Underwriters’ 
Laboratories, Inc. Well, that’s MINI-BREAKER! Because, though it fits like 
a fuse in any standard Edison base fuseholder, new MINI-BREAKER actually 
provides permanent protection against overloads and short circuits! Nor is 


it just another variation of conventional circuit breaker design. Because, 
while it’s capable of meeting the most rigid test and operating requirements, 
MINI-BREAKER has no switch mechanism, no intermediate position. 


That's why, after careful analysis, a new classification had to be created. 
That's why, today, MINI-BREAKER is the only device of its kind listed as a 


“Circuit Protector” suitable for both branch and main circuits . . 
device of its kind now bearing the label of Underwriters’ Laboratories, Inc. 


Easy to Install, Simple to Reset! 


No wonder MINI-BREAKER takes a 
bow as “the most economically in- 
stalled permanent circuit protective 
device on the market today!” Anyone 
can install MINI-BREAKER in a matter 
of seconds simply by screwing it into 
an Edison base fuseholder. No addi- 
tional equipment required, no special 
wiring or rewiring necessary! Anyone 
can reset the device to restore service. 


MINI-BREAKER is a rugged, precision 
built circuit protector. Dependable in 
operation, too. It safely interrupts all 


15, 20, and 30 Ampere—for A. C 


Mini-BREaKeR’s a “natural” for commercial in- 
stallations. Safe, convenient, practical, economical. 


COMMERCIAL, AND INDUSTRIAL USE! 


Service to 125 Volt Max. 


In industry, MINI-BREAKER meets maintenance 
needs, plus new product design requirements, 


. the only 


dangerous overloads and short circuits 

tripping instantly on “shorts”, 
but with a built-in time lag for han- 
dling temporary starting loads and 
line surges. Whenever an interruption 
occurs, however, service can quickly 
be restored normally within 10 
seconds .. . merely by pressing in and 
releasing the reset button. Simple! Yet, 
in spite of its quick recovery, MINI- 
BREAKER Is 100°C trip-free. That is, 


MECHANICAL PRODUCTS, INC. 


1824 RIVER STREET « P.O. BOX 116 * JACKSON, MICHIGAN 


mart 


INSIDE MiNi. BREAKER! 25 precision built parts 
carefully assembled and permarently enclosed 
within a durable, protective insulating case. 
Only two movable sub-assemblies . . . and 
these operate only when required to break 
and make the circuit 


it positively will not maintain a circuit 
that has not been cleared of the con- 
dition that caused the interruption! 
WANT MORE INFORMATION ON Mini-BREAaKeR ? 
Regardless of what your interests may 
be, we'd like to tell you more about 
the amazing new MINI-BREAKER. A 
request on your company letterhead 
or the coupon below . will 
bring you the complete story by 


return) mail 


MECHANICAL PRODUCTS, INC., Dept. 102 
1824 River St. * P.O. Box 116 * Jackson; Michigan 


Gentlemen: Please send me the complete 
MINI-BREAKER story at once. 
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Guaranteed by * 

“ Good Housekeeping 
ROYA L Ceystal 45 
THE Briginal FUSE 


and LEADER ever since! 


ROYAL-NOARK CARTRIDGE FUSES 


Never before a renewable fuse so easy to renew 


. . $0 easy to assemble! 


ROYAL-NOARK Non-Renewable CARTRIDGE FUSES 
5 ways better....on the INSIDE.... 


where it counts! 


PLUG FUSES © CARTRIDGE FUSES 
FUSTATS * WIRE * CORD SETS © TROUBLE LITES 
DECORATIVE CHRISTMAS LIGHTING 
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ALL-STE 


""A BOX FOR EVERY NEED'** 


pot metallic cable for conduit for 
poxes give 
qwice as mus wirind space’* . 
= 
These RACO electrica! poxes pandle gouble che 
capacity of the ysual many eight qgumbet 12 
wires — at a cost of only * few cons more- Think what this 

means extra wititB space and reavees cost: 
Here another example of the speeds 
convenience’ and economy chat are found in RACO 
‘ 

Mlinois 


No. 3626 WIRE HOLDERS 


THE ALL-STAR FAVORITE 


IN SALES 
*« IN POPULARITY 
*« IN PERFORMANCE 


Top quality porcelain with smooth 
round edges to protect wire insulation 


1” diameter hole in porcelain 


Heavy steel base and 
supporting strap 
Porcelain has compression 
strain only 


diameter base 


No. 22 square shoulder screw cannot slip or turn 


All metal parts hot dip galvanized 


Ideal for aluminum service 
drop cable installations REA Approved 


Meets Military 
Specifications 
(MIL-I-787A, 15 April 
1952 supersedin 
JAN-H-787 an 
amendments) 


Write for Catalog Sold only through Electrical Wholesalers 
‘ait WHEN YOU BUY ASK FOR B-I 
lackh — BLACKHAWK INDUSTRIES, vusvaue, iowa 


Entrance Cable Fittings . Staples . Yard Lights . Sill Plates . Locknuts ond Bushings . Wire Holders 
Ceble and Conduit Streps . C t . Box Supp . Conduit Entrence 


Jasestries Fluorescent Brockets . 
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.t Distributor tells why 
prefers to sell fluorescent fixtures 


using CERTIFIED BALLASTS 


ARTHUR N. ANIXTER, of Englewood Electrical Supply Company 


“We prefer to sell fluorescent fixtures that use Certified Ballasts because they reduce ballast 
trouble and keep our customers satisfied,” says Arthur N. Anixter of Englewood Electrical 
Supply Company, an outstanding Midwestern fixture distributor. 


Architects, engineers, fixture manufacturers, contractors and distributors alike know that 
CERTIFIED BALLASTS assure — 


Full Lamp Life Rated Light Output Long Ballast Life 


CERTIFIED BALLASTS are made by 10 leading manufacturers to 
precise specifications, then tested by Electrical Testing Laborato- 
ries, Inc., which certifies they conform to these high standards. 


Write for complete information on the types of CERTIFIED 
BALLASTS available from each participating manufacturer. 


Participation in the CERTIFIED BALLAST program is open to 
any manufacturer who complies with the requirements of 
CERTIFIED BALLAST MANUFACTURERS. 


ERTIFIED BALLAST MANUFACTURERS 
Makers of Certified Ballasts for Fluorescent Lighting 
2116 KEITH BLDG., CLEVELAND 15, OHIO 
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Edwords advertising reaches 
architects, contractors, schools, hos- 
pitals, offices, homes, factories... your 
best prospects in your best morkets 


only minutes away! 


MINUTES...NOT MILES 


will bring greater ethcency and safety. These are two 


TODAY... .*the nearest hospital” is 


closer to millions of Americans 


Whatever vour signaling need fire alarm or 
new hospitals, 85.000 new beds mostly communication system 
towns of SUDO and under, Adequate hospital care forbospital school, busi 
cher for mithons! ness. plane. shep or tram. 


h, five to a musical chime for 


This ws the aim of the Hill-Burtow Prog 
vears old and already half accomplished Under this the home. vou can : : 
program Congress adds one dollar to every two depend on Edwards el 
appropriated by small communities to hospitals The ards Company 
where none custed before fo many of these hosp Inc. Depertment @ 
— Fdwords Nurses Coll System allows 


alk noo 


World's Most Time, Communication and Protection 


of the many ways t dwards serves afl America 


Edwards is everywhere ... in Time and in influential trade magazines 
... building more business tor you! Powerful full-page 
advertising hits your prime prospects hard and often, creates prestige for 
Edwards, profits for you. In fact, you benefit nwo ways . . . more direct 
staple volume, generous profits from system sales 


Make this consistent campaign pay off all year ‘round, promote the line 


that protects you Fdwards! 


World's Most Reliable Time, 
Communication and Protection Products 
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ACROBATICS 


WITH MALLEABLE IRON BODIES 
100 WATT OR 150/200 WATT UNITS 


Change lamps at the work bench! 


Here’s a vaportight lighting fixture that sets a new 
high in safety, efficiency, ease of installation and main- 
tenance! In the V-51, an exclusive “Unit Assembly” 
combines receptacle, globe and guard in a single unit 
...instantly detachable —without tools — for relamp- 
ing or cleaning. 

Reflector is quickly attached or removed—thanks to 
exclusive neoprene rubber ring suspension. Shock- 
absorbing socket in “Unit Assembly” permits 
the use of standard type lamps. 


The new V-51 line includes 18 
different types of rugged malleable 
iron bodies for pendent, ceiling or 
bracket mounting. Complete inter- 
changeability of parts permits the 
assembling of 256 complete fixtures, 
using only 32 basic components! 


Write for Bulletin 5-A containing 
complete details on the new Appleton 
V-51 Convertible Vaportight Fixture. 


APPLETON ELECTRIC COMPANY 


1734 Wellington Avenue ¢* Chicago 13, Illinois 
Fieid Engineers: NEW YORK, 50 Church St. * DETROIT, 3049 E. Grand 
Bivd. © CLEVELAND, 1836 Euclid Ave. * SAN FRANCISCO, 655 Minna St?. 
ST. LOUIS, 227 Frisco Bidg. © LOS ANGELES, 100 N. Santa Fe Ave. 
ATLANTA, 724 Boulevard, N.E. © BIRMINGHAM, 809 Brown-Marx Bidg. 
MINNEAPOUS, 305 Fifth Street, S. © PITTSBURGH, 412 Bessemer Bidg. 
BALTIMORE, 100 E. Pleasant St. © BOSTON, 10 High St. © DENVER, 1921 
Blake Street © PHILADELPHIA, 2013 Locust St. © CINCINNATI, 608 American 
Bidg. © HOUSTON, 717 M. & M. Bidg. © HAVANA, Cubo, Molecon No. 9. 
BINGHAMTON DALLAS INDIANAPOUS KANSAS CITY ORLANDO 

MILWAUKEE « NEW ORLEANS « SEATTLE © PORTLAND, ORE. 
Export Field Engineers : 
International Standard Electric Corp., 50 Church St. New York 7, N.Y 
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BUSINESS OUTLOOK ¢ Washington is still optimistic about the business outlook. It said 
so again late last month in a brand-new forecast prepared for the Agriculture Dept.’s 
annual outlook conference. Here’s how the experts see it: 

Defense spending will continue to climb through next summer, providing the national 
economy with a major prop. Business spending for plant and equipment, of course, 
could drop as defense expansion tapers off; but increases in consumer buying and outlays 
by state and local governments should take up much of the slack. There’s not so much 
confidence about fourth quarter 1953 and beyond. No recession is foreseen, but a 
“testing” of the economy is anticipated. 

Military spending is scheduled to rise $5 to $10 billion by the fall of 1953, then level 
off at an annual rate of $55 to $60 billion. State and local governments will boost their 
outlays for schools, roads, and other public works by $2 billion. 

Employment is due to expand by an amount equal to the annual growth of the labor 
force. Wage rates are expected to continue their climb at the current speed—about one- 
half cent an hour per month. Prices generally will continue firm, with only a bit more 
rise on the whole. Consumer buying is likely to jump $8 to $10 billion as people save 
relatively less of their increased incomes. 

The only soft spot in the picture is capital spending by business. Once the last of the 
defense expansion facilities is put in place, some time late next year, volume could drop 
by 15 per cent. Offsetting this, however, will be an upsurge in commercial construction, 
as materials restrictions are removed. 

The experts are sure that 1953 will be a strong year for housing—roughly about 
950,000 starts. At worst, that means a 10 per cent drop this year. Though the volume 
of units added since the war just about equals that of new families formed, demand for 
homes is still g vat. There's still a deficit left over from the depression, while rising 
birth rates are forcing moves to larger quarters. But people have the cash for down 
payments—on houses under $12,000 at least; and there'll be enough mortgage money 
around to finance as many homes as are being built this year. 

On foreign trade, the forecasters see a declining share of world markets for U. S. 
manufacturing and agriculture so long as the scarcity of dollars continues. The only 
way they see to stave off this situation is to increase the flow of dollars abroad— 
preferably by cutting tariffs, buying more and investing more in foreign countries. 

On consumer durables, the economists see only spot shortages. And even so, refrig- 
erators, washers, and cars will be available if the consumer is willing to take a less- 
favored color, brand, or style. Demand is firm and firming, partly the result of relaxed credit 
controls and the working off of the high post-Korean consumer inventories. On balance, 
prices of consumer goods are expected to hold steady—kept from rising much by ample 
supplies and price ceilings, kept from dropping sharply by steady demand and high costs. 


COMMERCIAL CONSTRUCTION STARTS « The National Production Authority author- 
ized construction starts for 500 commercial, religious, municipal, and entertainment 
projects, valued at almost $100 million, during the third quarter. This was a drop from 
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the previous quarter's 1,662 projects with an estimated cost of more than $626 million. 
Reason for the reduction: the impact of the summer steel strike on supplies of struc- 
tural shapes. 

About 50 per cent of the projects will receive their metal allotments in the fourth 
quarter of this year; 40 per cent in the first and second quarters of 1953; the remaining 
10 per cent received materials during the third quarter of 1952. 

New York leads with 44 projects, estimated at almost $14 million; California follows 
with 38 projects, valued at $5 million; Texas is third, with 36 projects costing about $6 
million. Churches top the listing with 154 projects, costing $29 million; retail stores are 
next, with 77 projects costing $16 million; entertainment and recreational projects 
follow, with 50 projects costing $600,000. The last category had been held up previ- 
ously for lack of copper. 


CONDUIT AND WIRE SUPPLIES ¢ The overall supply outlook for electrical conduit and 
electrical metallic rubing is good. If the effect of the steel strike is overcome in the next 
few months, sellers of conduit and tubing probably will be out looking for orders by 
mid-1953, according to NPA officials. There’s now a backlog of three to four months 
on conduit producers’ order books—compared to a normal backlog of 60 to 90 days. 

The supply of wire and cable and wiring devices is in good balance with demand, 
and it’s expected that this condition will prevail through the turn of the year, at least. 


BILL ON CONTRACTING PROCEDURES e The National Electrical Contractors Associa- 
tion will be pressing for a bill when Congress convenes in January to prescribe policy 
and procedure in Government construction contracts. The bill would require a general 
contractor holding a cost-plus-fixed-fee contract with a Government agency, who is “not 
qualified by previous experience to perform mechanical specialty work,” to subcontract 
this work to independent qualified mechanical specialty subcontractors. 

This would apply to plumbing, heating, piping, and air conditioning work, in addition 
to electrical. A similar bill was introduced at Congress’ last session, but time ran out before 
it could be passed. 

The proposed bill would also require general contractors to set forth in their bids 
on federal construction projects: (1) the name of the mechanical specialty subcontractor 
to be used, and (2) the cost to the general contractor of the work to be subcontracted. 
Purpose of this provision is to prevent bid shopping by general contractors and bid 
peddling by mechanical specialty subcontractors in connection with lump sum federal 
construction contracts. 

NECA will try to enlist the support of electrical wholesalers to get passage of the 
bill. NECA claims that the bill would broaden profit opportunities for wholesalers, 
manufacturers, and utilities, while reducing the cost of constructing public buildings. 
Trade associations in the other mechanical specialty contracting industries are working 
with NECA. 


GOVERNMENT-BUILT PLANTS ¢ The Defense Materials Procurement Agency is making 
a study to determine whether it would be more economical for the government to build 
its own production facilities for the more critical alloys needed in jet aircraft engines: 
cobalt, columbium, molybdenum, nickel, tantalum, beryllium, tungsten. 

The administration would need new legislation before it can do any construction 
of this type, however. In 1950 and 1951 Congress turned thumbs down on the adminis- 
tration’s request for such broad authority. The request wasn't even made during the 1952 
deliberations on the Defense Production Act. But ranking members of the Senate 
banking and currency committee have assured the defense mobilizers serious considera- 
tion in 1953 if the request would be made more specific. This time, the mobilizers 
would be expected to spell out the types and the proposed locations for the plants they 
may want to build. 


(Washington, D. C—October 31, 1952) 
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ustomer Wants THE BEST- 
EXPLOSION-PROOF EQUIPMENT 


left: "NFB" Series Explosion-proof Circuit Pro- 
tector and Switch 
Right: Type “FLS" Explosion-proof Switch 


“CPSI" Series Explo- Type "FSQX" Explo- 
sion-proof Receptacles sion-proof Switch ond 
ond Plugs Receptacle, also Plug 


"CES" Series Explosion- 
proof Receptacles and Plugs 


Type “EVHS" Explosion-proof 
Hond Lamp 


“EFD" Series 
Explosion- proof 
Pilot Lights 


Type “ARTC” 
¥ Explosion-proof Tumbler and Push 
ry Button Switch Unilets 


“AA-51" Series Vented Type Explosion-proof Lighting 
Fixtures, also Type "EVGL" Explosion-proof Gauge 


Lamps 


GRU" SERIES FLANGED UNILET 


TYPE "ESD. Type “VSUF" 
SwiveL * Explosion-proof 
TYPE “LSH” SUPPORT Visible Sealing 
Unilet 


Type “FLPU” Explo- 


TYPE "ESS sion-proof Panelboord 


WITH UNION 


Patented Jon. 1, 1946 
Potent 2,392,202 
Type "EFU" Explosion-proof Fivorescent Lighting Fixture suspended more 
than 12 inches from Conopy with "GRU" Flanged Unilet, Fixture Conopy Type “TGPR" Grounding Plug and Receptacle 
ond Type “ESD” and “ESS” Swivels 


SOLD THROUGH ELECTRICAL WHOLESALERS 


APPLETON ELECTRIC COMPANY 


1734 WELLINGTON AVENUE CHICAGO1S, ILLINOTS 

Seles Engineers: NEW YORK, 50 Church St. ¢ DETROIT, 3049 E. Grand Bivd. © CLEVELAND, 1836 Euclid Avenue * SAN FRANCISCO, 655 Minna St. ¢ ST. LOUIS, 227 Frisco Bldg. * LOS ANGELES, 

100 N. Santa Fe Avenve * ATLANTA, 724 Boulevard, N. E. © BIRMINGHAM, 809 Brown-Marx Bidg. * MINNEAPOLIS, 305 Fifth Sr, S. © PITTSBURGH, 412 Bessemer Bidg. * BALTIMORE, 100 Eost 

Pleasont $1. © BOSTON, 10 High Street DENVER, 1921 Bloke Street * PHILADELPHIA, 231 South 20th « CINCINNATI, 608 American Bidg. © HOUSTON, 717 M. & M Bidg. * HAVANA, Cube, 
Molecon No. 9. BINGHAMTON DALLAS INDIANAPOUS KANSAS CITY ORLANDO MILWAUKEE NEW ORLEANS « SEATTLE PORTLAND, ORE. 

R ati in ional Stondard Electric Corp., 67 Brood St, New York 4, N. Y. 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A 


SERIES 


How PROSPEROUS 
Is The USA? 


Just how prosperous are the people of the 
United States? 

The sole purpose of this message is to help 
clear up the confusion and controversy that 
surrounds this important question. 

To find out how much prosperity, or mate- 
rial well-being, the people of the United States 
now enjoy, it is necessary to get answers to 
these questions: 


1. As compared with other times, what is the 
total amount of goods and services that we 
have available for our enjoyment? 


2. How great, on the average, is the share of 
each American in this prosperity? 

3. How does our prosperity compare with 
that of other nations? 


National Product at Peak 


The government statisticians who do the 
bookkeeping for the nation produce a figure 
called the Gross National Product. It is sup- 
posed to be the total obtained when you mul- 
tiply the amounts of everything we produce by 
the prices of everything produced. This year 
the GNP, as it is commonly tagged, will add up 
to something like $345 billion. 

Since this will be the highest total that GNP 
has ever attained, some people will acclaim it 
as evidence that we now are enjoying the 
greatest prosperity on record. 
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The GNP, however, is not an accurate yard- 
stick of prosperity. It may go up because of 
price inflation alone without any increase at 
all in the output of goods and services. Also 
the GNP includes very large amounts of 
goods and services, such as those for the mili- 
tary, which are in fact a result of misfortune 
rather than of a condition that might properly 
be called prosperity. Moreover, there is no de- 
duction from the GNP to make allowance for 
the equipment that is worn out in producing it. 


Little Recent Progress 


When we make adjustments such as these — 
to find out how much of our production really 
is available for the use and enjoyment of the 
civilian population —the adjusted national 
product since the beginning of World War II 
comes out about as follows. The effects of price 
inflation have been removed from these figures. 


ADJUSTED NATIONAL PRODUCT 


Billions 1951 Dollars Index (1946 = 100) 


$176.2 76 
100 
104 
105 
103 
112 
115 
114 


7 
i 
1940 
1946 
A, 
A 
1947 
1948 ae 
if 1949 
1950 
1951 
1952 


Expanding 


ETNA, PA. (Pittsburgh) PLANT—1905 


More conpurt, in the uncompromisingly perfect quality of 
Pittsburgh Standard, is on the way as we increase our productive 
capacity with our new plant facilities adjacent to the Fairless 
Works, Morrisville, Pa. The same guarantee of 100% perfect 
condunt . . . inall types. . .will now be enhanced with our newer, 
more modern equipment. And . . . after 50 years of growth . .. 
we've changed our company name, from Enameled Metals 
Company, to its accepted “brand name”. . . PITTSBURGH 
STANDARD CONDUIT CO. 

Now, more than ever . . . with even faster service to our 
huge nation-wide markets . . . PITTSBURGH STANDARD 
conduit will be “the standard of the trade.” 


Agents In All Principal Cities 


ITTSBURGH 
TANDARD 


CONDUIT CO. 
OFFICES: PLANTS: 


61 Bridge St. Etna, Po. 
Pittsburgh, Po. Morrisville, Pa. 


Proudly we build our 
ultra-modern new plant 
to supply you with 


MORE QUALITY CONDUIT 


MORRISVILLE, PA. 
(Philadelphia) PLANT—1952 


Rigid Steel Conduit and E.M.T. 
Electro-Galvanized 
Black Enomeled 
Hot Dip Golvanized 
Elbows, Nipples, Couplings 
Briege! E.M.T. Fittings 


Ag 
wt 
\ 
Ne 
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tA 
The New Nome for Enomeled Metals Co. 
a 
ELECTRICAL 
HOLESALING—Nov 
ember, 1952 


From this table the fact stands out that prog- 
ress in raising our level of prosperity has been 
halting. What progress we have made came in 
a few dramatic increases before or after a mili- 
tary build-up. Aside from those, the progress 
has been fairly slow. This year, 1952, it has 
been particularly discouraging. 

Again, when account is taken of the number 
of people who must share in the goods and 
services that are available, our progress is 
even less marked. This is shown by the follow- 
ing table which gives the share of the average 
American in the national product. This, as the 
table indicates, is arrived at simply by dividing 
the total of available goods and services by 
the population on hand to share in them. 


ADJUSTED | ADJUSTED 
NATIONAL | NATIONAL 
PRODUCT | PRODUCT 


Billions 
Millions 1951 Dollars Per Person 


132.0 $176.2 $1,335 
141.3 1,645 
144.0 1,672 
146.6 . 1,666 
149.2 1,607 
150.6 1,732 
1951 154.4 : 1,735 
1952 156.9 1,685 


POPULATION 


Here it is clear that we have made little or 
no headway since the end of World War II. 


U.S. Compared to Other Nations 


Although we are making slow progress in 
increasing our prosperity, as measured during 
recent years by the amount of goods per 
person, we still are by long odds the most 
prosperous people on earth. This can be seen 
from the following table. It offers a rough 
measure of how the adjusted output of goods 
and services per person in the United States 
compared in 1951 with that in a number of 
other countries: 


COUNTRY PER PERSON 


United States $1,735 
Canada 1,231 
United Kingdom . 614 
France . 510 


To figure more closely “How Prosperous is 
the U.S.A.?”” we must answer a number of 
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other questions. One of the most important 
will be the subject of a later editorial in this 
series, It is “Who Gets What?” How have va- 
rious income classes and occupational groups 
shared the total available goods? 

Another question that has a basic bearing 
on the quality and durability of our prosperity 
is “How fast are we using up irreplaceable 
natural resources, such as oil, iron ore, and 
copper, to sustain it?” Any attempt to deal 
with this very complicated question must also 
be deferred. 


A Problem for the Future 


In the meantime, however, key facts about 
our prosperity are that: 


1. Most of the increase in the nation’s total 
production in recent years has been to meet 
military requirements rather than to improve 
the American standard of living. 


2. The increase in the supply of goods and 
services actually available for the average 
American has been slow and halting. 


3. We Americans are still extremely well 
provided with the good material things of life, 
as compared with peoples in other lands. 


These three facts bring to mind a whole 
series of policy questions. What can be done 
to speed up progress in improving our pros- 
perity? What—to repeat the question discussed 
in the previous editorial in this series — can be 
done to make our prosperity less precarious? 

Here, however, the purpose is not to pre- 
scribe. It is simply to indicate as accurately as 
it can be done in a brief article the actual state 
of the nation’s prosperity. 

In doing this much, it can properly be re- 
marked that the record presents to the Ameri- 
can economy both a problem and an oppor- 
tunity of surpassing importance. It is that of 
building a prosperity that will be both more 
progressive and more secure than any we have 
known in recent years. In the light of what 
clearly remains to be done, we shall make a 
grave mistake if we use up any of our energy 
in congratulating ourselves on the relatively 
meager progress here recurded 


McGraw-Hill Publishing Company, Inc. 
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ANOTHER 
NEW 


PRODUCT 


HERE’S “PA cka g od SOLUTION 


TO INCREASING LOADS 


Murray's ‘‘Combination” units will solve your customers’ 
main switch and distribution panel problems — 


7 THEY PROVIDE BOTH SERVICE 
ENTRANCE AND BRANCH DIS- 
TRIBUTION IN ONE UNIT. 


These Murray “Combination” service entrance 
and branch distribution units provide 100 
Ampere main circuit breaker, fusible range and 
water heater puilouts, lighting and appliance 
plug fuse bronch circuits — with or without a 
dryer pullout! 
THEY PROVIDE FOR GROWING 
ELECTRICAL LOADS. 
Any one of these five compact units offers a 
packaged solution to increasing loads. They ore 
ideal for small commercial and large residen- 
tial installations. 


THEY SAVE TIME AND MONEY 
IN INSTALLATION. 


Murray “Combination” units will save you and 
your customers time and money all along the 
line, Just one unit to buy — just one unit to 
instoll — just one unit to wire! 

Factory bussing makes these units easy to 
wire. There's plenty of wiring room and all 
K. O's are conveniently located. Hook-on cover 
uses only two screws. Compact! Only 12-% 
inches wide, designed to fit between build- 
ing studs. 


THEY GIVE DEPENDABLE CIR- 
CUIT PROTECTION AT ALL TIMES. 


Fully magnetic circuit breaker main consists of 
two independent trip, 1 pole, 100 Ampere 
120/240 volt AC fully magnetic circuit break- 
ers. Carries full rated load continuously. Handle 
bor permits simultaneous manual tripping to 

Murray's well-known fusible pull-out construc- 
tion provides positive electrical contact. One 
piece fuse clip and blade prevents overheating. 


0000 


88 


100 Ampere 
Service Equipment 


Cat. No. PC316A 
List Price — $74.00 


Cat. No. PC212A 
100 Ampere main, fully magnetic circuit 
breakers 
60 Ampere range fusible pullout 
30 Ampere water heater fusible pullout 
12 plug fuse branch circuits 
List Price — $57.00 


Cat. No. PC216A 
100 Ampere main, fully magnetic circuit 
breokers 
60 Ampere range fusible pullout 
30 Ampere water heater fusible pullout 
16 plug fuse branch circuits 


List Price — $64.00 
Cat. No. PC220A 


100 Ampere main, fully magnetic circuit 
breakers 
60 Ampere ronge fusible pullout 
30 Ampere water heater fusible pullout 
20 plug fuse branch circuits 
List Price — $71.00 


Cat. No. PC312A 

100 Ampere main, fully magnetic circuit 

breakers 

60 Ampere range fusible pullout 

30 Ampere water heater fusible pullout 

30 Ampere dryer fusible pullout 

12 plug fuse branch circuits 
List Price — $67.00 


Cat. No. PC316A 

100 Ampere mein, fully magnetic circuit 

breokers 

60 Ampere range fusible pullout 

30 Ampere water heater fusible pullout 

30 Ampere dryer fusible pullout 

16 plug fuse branch circuits 
List Price — $74.00 


MURRAY MANUFACTURING CORPORATION 
1250 ATLANTIC AVENUE + BROOKLYN 16, N.Y. 
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T-47 TIME SWITCHES BECOMING INOPERATIVE WITHIN 18 MONTHS OF DATE OF MANUFACTURE NOW EXCHANGED AT NO CHARGE. 


New Low Price and 18 Month Guarantee 


For General Electric 1-47 Time Switch 


PRICE LOWERED TO $11.50* Now you can offer the best service 
and a new low price where your time switch business is concerned. 
The General Electric T-47 is now easier to sell than ever before. The 
15 per cent price reduction makes it possible for your customers to 
save more money on each installation. 


NEW GUARANTEE. If your customer's T-47 time switch becomes 
inoperative or damaged within 18 months of date of manufacture, he ” 
can get an exchange at no charge. And he doesn’t have to wait a 
long time. The new G-E recommended stock plan enables you to give 


your customer over-the-counter service. 


T-47 EFFICIENCY. This time switch handles one or two on-off 
operations every 24 hours. Like all G-E time switches, the T-47 gives 
you easy adjustment, simple installation, and rugged construction. 
FOR ANY INSTALLATION that requires accurate, repetitive 
timing, you'll find a G-E time switch tailored to do the job. Order 
today from your local apparatus office. For more complete informa- 
tion on the T-47, write for Bulletin GEC-578, Section 603-139, 
General Electric Company, Schenectady 5, New York. 1-47 TIME SWITCH gives dependable performance on 


Cttenufectures’s ouggeded retell price. any practical job requiring one on-off operation daily. 


GENERAL 
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Duty Plugs 
‘Receptacles 


FOR PORTABLE ELECTRICAL EQUIPMENT 


Pyle-National plugs and receptacles are built to withstand the most 
severe operating conditions, as proven by years of remarkably depend- 
able service in a wide variety of industrial applications, The many sub- 
stantial construction features of this extensive line of plugs and re- 
ceptacles and the high quality of materials and workmanship insure 


safe operation, uninterrupted service and long life. 


QuelArc* e Circuit Breaking Series Unique partitioned in- 
sulation provides long insulated paths through air and across surfaces 
for exceptional protection in these current rupturing devices. Cast 
metal housings, high grade insulation and individually renewable 
contacts insure long service life. Ratings 20, 30, 60,100 and 200 amperes, 
250 volts DC, 600 volts AC—2, 3, and 4 pole—grounded through shell or 
extra pole. Threaded cap, plain and hinged spring door housing styles 


are available. 


"TRADEMARK REG U PAT orr 


Interchangeable reversible contact units. 
+ 2, 3, 4, 6, & pole 


Triploc * andMultiple-Circuit Series 


A line of exceptional versatility, unequalled 
in the heavy duty field, with a virtually 
unlimited number of assembly combina- 
tions for varied applications. Offers a selec- 
tion of 1, 2, 3, 4,6 and 8 pole contact units 
which are interchangeable and reversible in 
any single set of housings. Many types of 
housings available of pressed steel with 
automatic lock and of cast metal threaded 
for watertight gasket seal. Multi-Cireuit 
housings with 2,3 and 4contact units avail- 
able for combinations up to 32 poles. Ratings 
15 and 20 amperes, 250 volts DC, 460 volts AC 

circuit breaking. Pressed steel fusible and 
fuseless plugs measure only I'*i6’ outside 
diameter. 


Midget Tripl0ce series same con- 


struction features as Triploc except for 
much smaller outside diameter of plug 
shell—only 114". Interchangeable and re- 
versible contact units—2, 3 and 4 pole —are 
of the flat blade type. Rated 10 amperes, 
250 volts; 15 amperes, 125 volts. 


General Purpose Series s.aitante 


with cast metal housings in many types for 
circuit breaking and dise rect service. 30 
amperes, 125 volts DC, 250 volt AC—1, 2, 3, 
4, 5 and 6 pole. 60 amperes, 250 and 600 
volts—3. 4 and 5 pole. 100 ampere. 250 and 
600 volts—2. 3 and 4 pole. Also many special 
types, fusible and fuseless, for varied ap- 
plications, 


THE PYLE-NATIONAL COMPANY 


1352 NORTH KOSTNER AVENUE, CHICAGO 51, ILLINOIS 


BRANCH OFFICES AND AGENTS in principal cities of the United States and Canada. * EXPORT DEPARTMENT 
International Rail Supply Co., 30 Church St., New York. * CANADIAN AGENT: The Holden Co., Ltd., Montreal 


CONDUIT FITTINGS « FLOODLIGHTS « TURBO-GENERATORS ec GYRALITES . MULTI-VENT AIR DISTRIBUTION 
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f—1939 = 100% 1939=100% 
—100 1952 iodo — 
—— Full-line Electrical Wholesalers 900 — 


200 


1949 1950 1951 


September-October Projection by ELECTRICAL WHOLESALING 


SALES August sales of electrical goods wholesalers, all 
classes of houses combined, dropped 12 per cent from the 
level of the previous month, but were 2 per cent over August 
a year ago. Cumulative sales for the first eight months of 
1952 trailed 7 per cent behind the corresponding period of 
1951. This represents an improvement of 1 per cent from 
the seven-month mark. 

Considering each class of house separately, August sales 
indicated the following levels: 

e Full-line wholesalers declined 12 per cent from the 
July level but reported no change from the level of August 
1951. Cumulative sales for the first eight months of 1952 
were 7 per cent behind the corresponding period of 1951 
This compares to an 8 per cent lag at the seven-month mark 

e Wiring supplies and construction materials distributors 
were the only class to show a gain—3 per cent—over the 
level of the previous month. Compared with sales for August 
1951, however, wiring supplies and construction materials 
distributors indicated a decline of 4 per cent. In terms of 
cumulative sales, they were 3 per cent behind 1951's eight- 
month record. 

: © Appliances and specialties wholesalers tumbled 18 per 
cent from the July sales level but managed to improve on 
their August 1951 level by 14 per cent. Sales for the first 
eight months of this year lagged 12 per cent behind the 
corresponding period of 1951. 

Estimated total sales of all electrical goods wholesalers in 
August amounted to $421 million as compared with $476 
million for July and $408 million for August 1951. 


(Business Index: August 1952—453; August 1951—455) 


Other Figures of the Month 


Housing Starts (in thousands) 
Private Expenditures for New Construction (in millions) 
Public Expenditures for New Construction (in millions) 
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Electrical Wholesale Distribution 
AUGUST 1952 


Bureau of the Census 


Data 


INVENTORIES At the end of August, inventories 


(valued at cost) of electrical goods wholesalers, all classes 
of houses combined, increased 1 per cent over the July 31st 
stock level. Compared with stocks on hand August 31, 1951, 
however, inventories were down 31 per cent 

Using these same two months as yardsticks, August in- 
ventories of the three classes of electrical distributing houses 
measured up as follows 

® Full-line wholesalers reported a 1 per cent increase in 
stocks on hand over the level of the previous month. But 
compared with August a year ago, they indicated an inven- 
tory decline of 34 per cent—the greatest of the three classes 
of houses 

e Wiring supplies and construction materials distributors 
showed decreases on the basis of both comparisons—2 per 
cent under the July level and 3 per cent below the level of 
August 1951. This marks the third month in a row that the 
group's inventories have declined from the level of the 
previous month 

e Appliances and specialties wholesalers indicated a 1 
per cent increase in stocks on hand over the July level 


Compared with August 1951, however, they showed a 27 


per cent decrease 

Total inventories of all electrical goods wholesalers were 
estimated at $594 million. The supply of merchandise on 
hand at the end of August, measured in days of business at 
the current rate of sales, was not available from the Bureau 
of the Census, which provides the basic figures for ELR¢ 
TRICAL WHOLESALING’S Business Index 


Business Index: August 1952—-545, August 1951—82 


Latest Preceding Yeor 1946 

Month Month Ago Average 
September 98.0 99.0 96.4 55.9 
September $2,037 $2,040 $1,955 $803 
September $1,110 $1,082 $971 $197 
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Electrical Wholesale Distribution 


REGIONAL ANALYSIS 


BASED on the reports of full-line wholesalers only, all 

nine regions showed sales declines in August under July 
levels. The drops ranged from 1 per cent for the Pacific area 
to 29 per cent for the East South Central division. 

Compared with the same month a year ago, however, 
August sales made a better showing. Four of the regions 
registered gains, four reported declines—all by 3 per cent— 
and one indicated no change. The Mountain and South At- 
lantic divisions showed the greatest increases—10 per cent 
and 9 per cent, respectively. 

In terms of cumulative sales, six regions trailed behind 
their totals for the first eight months of 1951. Farthest be- 
hind was the West North Central area, with a gap of 14 
per cent. Those ahead were: East South Central, by 9 per 
cent; West South Central, by 4 per cent; and South Adlantic, 
by 2 per cent. 

Four regions indicated inventory gains over the July level, 
four reported decreases and one showed no change. The 
range was from up 12 per cent for the Middle Atlantic divi- 
sion to down 5 per cent for the West South Central area. 

All regions, however, showed inventory declines for 
August on the basis of a comparison with August 1951. The 
decreases ranged from 41 per cent for the West North Cen- 
tral area to 26 per cent for the South Atlantic division. 


KEY TO MAP 
States comprising Geographic Regions: New England (1)—Me., 
Vt., N. H., Mass., R. I, Conn.; Middle Atlantic (2)—N. Y. 
N. J., Pa.; East North Central (3)—Ohio, Ind., IIl., Mich., Wis.: 
West North Central (4)—Minn., lowa, Mo., N. D., S. D., Neb., 


AUGUST 1952 


Figures in this table apply to the 
geographical divisions as outlined and 
numbered in white on map above. 
The percentages below relate to full- 
line electrical wholesalers only and are 
compiled by the Bureau of the Census. 


SALES | | INVENTORIES 
August 19520 | August 1952 
Compared in % with, Trading | Compared in % with 
Aug. Region July 
1951 (See Map) 


— 


Kan.; South Atlantic (5)—Del., Md., D. C., Va., W. Va. N. C., 
S. C., Ga., Fla.; East South Central (6)—Ky., Tenn., Ala., Miss.; 
West South Central (7)—Ark., La., Okla., Tex.; Mountain (3) 
—Mont., Idaho, Wyo., N. M., Colo., Ariz., Utah, Nev.; Pacific 
(9)—Wash., Ore., Calif. 
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Midget Size @ POWER PLUGIN 
Busduct is the ideal system of power dis- 
tribution for small machines and other sim- 
ilar plant equipment. 

Underwriters’ Laboratories approved, this 
modern system of power distribution pro- 
vides 60 amp., feeder capacity for 2, 3 or 4 
wire systems for 14 to 3 H.P., 240 volt 
motors, AC or DC with conventional type 
fuses and 714 H.P. maximum for motors 
with dual element fuses. 

The 2 and 3 conductor types provide 220 
volts single phase or three phase power to 
motors, while the 4 conductor type pro- 
vides single or three phase power for motors 
and 120 volts for machine illumination or 


provides “Plug in and 
Go” Power for smaller 


small pump motors on return lubrication 
systems. 

Midget Size POWER PLUGIN Busduct 
is only 314 inches wide and 2 inches deen 
in size. It is available in five and ten foot 
secuions with plugin outlets every twenty 
inches thus permitting machines to be 
moved in and out of production lines with- 
out slowing down or delaying operations. 
Special lengths and closer spacing of out- 
lets are also available for application on 
production benches and equipment. 

Contact your nearest 6 representative, 
listed in Sweet's, or write for Bulletin No. 
704, for further information on this econom- 
ical, flexible system of power distribution. 


Srank eCdam Electric Co. 


P.O. BOX 357 ST. LOUIS 13, MISSOURI 
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Year 
of BUSDUCT + PANELBOARDS SWITCHBOARDS + SERVICE 
QUIKHETER 


THE FUSE THAT PREVENTS EXCESSIVE 


Se HEATING AND NEEDLESS BLOW- 
NON-HEATING CONTACTS OUTS—GIVES 100% PROTECTION 


The wide contact surface maintains 
low contact resistance. 


Spring tension on links locked into po- End once and for all times the unnecessary delays —shut downs — 
ee ee interruptions and costly expense resulting from out-of-date fuses. 


which causes over heating. 
Modern science has developed the coolest operating fuse in the 
WARE HI-LAG—the SAFE—ECONOMICAL and FOOL PROOF 

Fuse, giving greatest satisfaction and service with full protection. 
The reasons for WARE HI-LAG Super Performance are —higher 

lag for starting loads and surges — greater strength and durability 
—link designed for maintaining low resistance —non-heating, spring 
tension contacts with greater contact area. These are features 
which save time, expense and renewal costs. Start economizing! 
We manufacture all of our own parts and are making prompt deliveries. 


LINKS LOCKED INTO CIRCUIT Write for Brochure giving details: of all the 
APPROVED BY UNDERWRITERS LABORATORIES COOL FACTS, sizes and prices. 


WARE FUSE CORPORATION 


4420 WEST LAKE STREET: CHICAGO 24, ILLINOIS 
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It’s a fact and here’s 
why! First, Chester quality 

control engineers certify every phase 
of manufacture from raw material to 
finished product packed for shipment. 
No detail is too small or unimportant 
to merit their full attention. Second, 
quality in turn governs production — 
not a single foot of Chester wire or 
cable is ever “hurried through” to meet 
a shipping date or heavy schedule. 
Extra shifts, not faster production is 
the method used to break bottlenecks 
at Chester. 


This two way quality control is just 
one of many important reasons why 
electrical and electronic men, in in- 
creasing number, specify Chester wire 
and cable for an extra measure of 
reliability. Why not check your re- 
quirements with Chester today. 


FOR EVERY APPLICATION — 

JAN-C-76 86°-90°-105° C 
Hook-Up Wire * Shielded Wire and Cable 
Flexible Cords * Coaxial Cable * Television 
lead-in Cable * Gas Tube High Tension 
Cable * Oil Burner ignition Cable * Blast- 
ing Wire * Thermostat Cable * Beii and 
Office Wire * TW Building and Fixture Wire 


CHESTER CORP 


N E W 


&, 


MANUFACTURERS OF QUALITY WIRE AND CABLE FOR EVERY ELECTRICAL AND ELECTRONIC REQUIREMENT 


TO THE HIGHEST 


_Wi RES: CABLES 


STANDARDS OF THE INDUSTRY 


TW BUILDING WIRE 


N 
THERMOSTAT CABLES NEON SIGN 


BURNER IGNITION CABLE 


FLEXIBLE CORD 


OFFICE & BELL WIRES 


WEATHER-PROOF WIRES 


TELEPHONE WIRES 


BURGLAR ALARM 
& SIGNAL WIRES 


( 
\ 


FIXTURE WIRE 


HEATER CORD 


UL APPROVED 105°C 


| 


UL APPROVED 90°C 


UL APPROVED 80°C 


SPECIAL WIRES 
& CABLES TO 
SPECIFICATION 


| 
* 
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Plasticote - write for wa 


Type N-SD 


Service Drop Cable with copper or aluminum conductors 


YOUR CHOICE OF |NSULATIONS: 
neoprene 
polyethylene 


costs less 


from pole |» 


to weatherhead 


TO HELP CUT THE COST of service connections, 
Anaconda now offers an outstanding service 
drop cable. It costs less . . . is highly depend- 
able . . . durable . . . and extremely weather- 
resistant. 


TWO INSULATED CONDUCTORS are wrapped 
around a hare neutral messenger so that the 
full support of the assembly is borne by the 


messenger wire. The conductors remain free 
of tension. 


ASK YOUR NEAREST Anaconda Representative 
for full information on this up-to-date 
ANACONDA Type N-SD Service Drop Cable. 
Or write for descriptive Bulletin DM-5121 
to Anaconda Wire & Cable Company, 25 
Broadway, New York 4, New York. _ sosssa 


e job 
WIRE AND CABLE 


FROM WEATHERHEAD TO METER, SILVALINE IS BEST 
Weatherproof Silvaline* (URC Type SE) is Anaconda’s 
completely new service entrance cable. It handles easily, 
offers long service life, and its silver finish coating 

may be painted without danger of discoloration. Silvaline 


is approved for installation from pole to house to meter. 
Trademark 


ELECTRICAL WHOLESALING—November, 


——-§ 
» \ 
=). 
— 
pe 
| 
| 
A 
} 
Ab 
a | 
q 
i 
a 
able fo 
4 
um 
i 
; 
48 4 
| 
| 


Who Gets To Be Boss 


Younger executives, just below the level of top brass. 
are too quick to move from or. concern to another, accord- 
ing to one of the speakers at the Boston Conference on 
Distribution last month. The speaker, addressing over 1000 
leading businessmen, was discussing leadership in Ameri- 
can business. He pointed out that in his opinion, the top 
brass are lax in taking younger executives into their con- 
fidence and encouraging them to contribute to the solution 
of business problems. 

On the other hand, the speaker continued, the fact that 
young men are constantly shifting to greener pastures 
makes management hesitate in placing additional respon- 
sibility on them. 

Listening to the speaker, we commenced thinking about 
this fellow called the boss. We realized that every so often 
the boss’s chair becomes vacant—and it usually happens 
quite suddenly. 

Who takes over the boss’s job? 

Certainly it will be a man who has demonstrated unusual 
ability. 

It will be a man who can accept both a challenge and 
an opportunity. The man selected will be able to show that 
he is prepared to deal effectively with sales problems that 
arise as a result of short-range disruptions. He will be able 
to seize an opportunity by planning for long-range prob- 
lems. 

Suppose the job of sales manager is open. The candidate 
for the job would be expected to map out a sales program 
taking into consideration the adjustment of sales territories 
and accounts. He would have to maintain an effective sales 
force. He would be guardian of a consistent and fair plan 
for compensating salesmen. At the same time, he would be 
charged with keeping service at a maximum. 

Some of the best advice we have heard was a suggestion 
that the man who wants to get ahead keeps “trying on” 
the boss’s job. 

Do it mentally. Don’t let the boss know it, but try it 
now. 

First, when you know that the boss is struggling with a 
particular problem, decide for yourself how you would 
handle it. 

Despite the fact that you'll keep your solution to your- 
self—unless someone asks for your opinion—it is good 
training. How did the boss solve the problem? Would you 
have done the same? 

Second, figure out what you would do in mapping out 


TIMES and TREND 


plans if you were the boss. Decide what steps you would 
take to build sales or cut costs. 

Third, step into the boss's job (in your imagination, of 
course) and take a frat_k, honest look at yourself as one of 
his staff. How do you stack up as a salesman? 

Fourth, put the following questions to yourself. They 
appeared originally in Life With Jewel and consist of 
questions often reviewed by top brass in selecting candi- 
dates for important jobs 

Is he intensely interested in his work, or merely in his 
pay? 

Does he get along well with people? 

Does he manage his life well? Live within his income? 
Use his free time wisely? Control his appetites? 

Does he think of the welfare of his customers and asso- 
ciates before he thinks of his own, or is he always looking 
cut for No. 1? 

Does he cooperate with those above and below him as 
a good member of the team, and cheerfully put his shoulder 
to the wheel that needs to be turned. 

If he were given the bigger job that is open, would he 
do everything within his power to make those under him 
more successful, and try to build up a successor for his own 
job, so he would be available for further promotion in 
case a vacancy occurred at a still higher level? 

Is he big enough to learn from his mistakes? 

Has he been getting ready for a bigger job? 

The final step in judging yourself is to look ahead and 
figure out what you would do in developing future projects 
such as: 

Improving sales planning procedures and _ control 
methods. 

Obtaining better sales potential and sales force work 
load data. 

Developing standards for records, reports, etc. 

Analyzing sales policies and product lines. 

Determining customer buying habits and patterns of 
product demand. 

Developing sales training programs. 

A recent article in Business Week suggests that manage- 
ment men don’t know themselves why they got to the top 
“Despite years of practice,” the magazine said, “industrial 
psychologists are still fighting among themselves over (1) 
what makes an executive leader and (2) how to test for it. 
Well, until the doctors come up with something better, 
we'll believe that the guy who gets ahead is the guy who 
wants to—and works to prove himself capable of assuming 
additional responsibility. 


EDITOR 
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Sell greater customer satisfaction with the 


COMPLETE AMPLEX 


OTHER PROFIT-MAKING 
AMPLEX PRODUCTS 


AMPLEX 


FLUORESCENT 


TUBES 


There’s an Amplex Fluorescent Tube 
of the right size and color for every 
type fixture. And the cathodes of 
Amplex Tubes are designed for high 
efficiency and long burning life. . . 
special coating methods assure even 
light output from end to end. 
Amplex Fluorescents make friends! 


AMPLEX 
REFLECTOR 
LAMPS 


Here’s the fastest-moving accent 
lighting line on the market! The 
inside surface of these lamps is pure 
silver, Their sealed-beam reflectors 
can't get dirty... always retain their 
brilliance. And Amplex Reflector 
Lamps come in a full range of watt- 
ages and bulb types... all quality- 
built for topmost dollar value. 


AMPLEX 
INCANDESCENT 
LAMPS 


With Amplex you've a complete 
range of Incandescent specialty and 
general service lamps in every type 
and wattage. They are built to 
Amplex high quality standards and 
are proven sales leaders. . . setting 
new records of efficiency and 
economy for users everywhere. 


AMPLEX 
INDUSTRIAL 
HI- BAY 
LAMPS 


Amplex R-57 Lamp is designed for 
continuous maximum light output 
in high bays. Hermetically sealed 
pure silver reflector can’t become 
soiled ... auxiliary metal reflectors 
are not needed... grime and dust 
never obscure the bulbs’ under sur- 
face from which light is projected. 
R-57 comes in 500 and 750 wattages. 


The Amplex franchise is today’s best bet for added sales and 
profits. National advertising, display material, promotional 
pieces and other sales aids are boosting the demand for the full 
line of Amplex lighting products. Write for full information. 
Amplex Corporation, Dept. A-11, 111 Water St., Brooklyn 1,N. Y. 


Amplex Par 38 
Spots and Floods 


Amplex 
Swivelites 


Amplex Street 
Lighting & Traffic 
Signal Lamps 


Amplex Mercury 
Vapor Lamps 


Amplex “Hi-Hat” 
Recessed Fixtures 


Amplex 


AMPLEX 


Sealed-Beam Reflector Lamps, Colorbeam Lamps, Spotlites and Floodlites, Industrial 
Infra-Red Heat lamps, Vibration and Rough Service Lamps, Street Lighting Lamps, 
Traffic Signal Lomps, | di t Lamps, Fi t Tubes, Display Accessories. 


Infra-Red Lamps 
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“Very satisfactory. 

_~ It is easy to check 
* motor currents as 
jows will let Am- 
probe work inside 
terminal box.” 
Texas Electric Motor 


“In actual time 
saved, your Am- 
2 Probe pays for itself 
4 many times over.” 

Alabama Refriger- 


ation Service Engi- 
“Invaluable for di- 


“VA 
agnosing trouble 
calls under actual 


Plant Engineer. 


“With an Amprobe, 
you can determine 


ll load conditions in- 
stantly. . ..” Phila- 


“Far superior to 
any instrument of 
any type perform- 
ing same service 
... it isa ‘must’ 
item to electrician.” 
Indiana Refrigera- 
tion Service Engi- 
neer. 
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The photographs below show an electrical control center for power and lighting 
circuits in a chemical plant. 


This is an area in which non-explosion-proof equipment was reasonably safe 
at the time of the original installation. At a later date, changing conditions with 
the use of flammable solvents created a definitely h ti With 
electrical devices and wiring housed in non-explosion-proof enclosures, the safety 
of the entire plant was threatened. 


This perilous situation was promptly corrected by an installation of Crouse-Hinds 
Explosion-Proof CONDULETS as shown in the photograph at the tight. In addition 
to protection against explosion, the CONDULETS red by 
providing protection against corrosion. 


ARE THERE SIMILAR CONDITIONS IN YOUR PLANT? 


A careful survey of your plant might reveal that there are unprotected areas 
where there is a possibility of the presence of explosive at ph in d 
concentrations. Such conditions are a constant source of danger... possibly 
disaster! 


Remove the danger by putting in an installation of Crouse-Hinds Explosion-Proof 
CONDULETS ... the complete line that gives you thousands of items from which 
to select the ones that exactly fill your needs. 


CROUSE-HINDS COMPANY 
Syracuse 1, N.Y. 


OFFICES Chicago — Cincinnati — Dallas — Denver — Detroit — Houston 
Indianapolis Los Angles — Milwaukee — Minnea jphia 


Pittsburgh — Portland. Ore San Francisco Searde 
RESIDENT REPRES! NTATIVES Albany — Atlanta — Baltimore — Charlotte — Corpus Christi — Richmond Va 


Crouse-Hinds Company of Canada Lid. Toronto, Ont 


le 


Distribunon 
Through Electrica 
Wholesalers 


es) 


CONDULETS 


Explosion-Proof CONDULETS 
€9 type EDP Lighting Panelboard 


2] GUA Series Junction Condulets 
with Dome Covers 


€©) Type EFS Pushbutton Stations 


@ Type EPC Combination Line 
Starters 


'S] Type FLB Circuit Breakers 
6) Type FLF Manual Starters 
@ Type EYS Sealing Condulets 


* CONDULET is acoined word regis- 
tered in the U.S. Patent Office. It 
designates a product made only by 
the Crouse-Hinds Company. 


AIRPORT LIGHTING 
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lied 
AFTER CONDULETS were insta a 
$3 


WIRING DEVICES 


For positive electrical connections 


P:S 


P&S 7311 


Note —A Rating Plainly Visibl 
DESIGNED FOR EASY WIRING... 


BUILT TO RIGID QUALITY STANDARDS 


Back or Side-Wiring Terminals P&S TURNLOK Available in 2, 3 
and 4-Wire, 10 and 20 Ampere 
Handy Strip Gauge on Back Receptacles, Connectors and Caps 


Large Head Terminal Screws 


Plaster Ears IK id 


Sturdy Two-Piece Body for Ultimate Safety 


To be sure Heavy “Contour-Controlled” Contacts for 
ORDER BY P&S Positive Grip 
CATALOG NUMBER 


It will pay you to use these SAFE, RELIABLE Devices, 
the result of over 60 years of expert craftsmanship. 


Write Dept. W. for Catalog No. 49 
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rs PASS & SEYMOUR, . | 
SOLVAY STATION SYRACUSE 9, NEW YORK 
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BRIGHTNESS 


— 


CURTIS LIGHTING, INC. 

Dept. K 44-19, 6135 West 65th Street 
Chicago 38, Illinois 

Name——_ 


Company. 


ATIN G, IN 


nel constructed of 
available to accommodate all 4’, 5’ and 8’ 
Send coupon for complete descriptive information. 


METAL TUBE PLASTIC ARMOR 


A new item to sell . . . a door-opener 
for your salesmen . . . longer-lasting 
ELECTRUNITE “Dekoron-Coated” E.M.T. 
for severe-corrosion locations... an 


ELECTRUNITE exclusive, 
INCH-MARKING ... an exclusive 


ELECTRUNITE sales feature contractors 


@ The five big exclusive features that make ELECTRUNITE E.M.T. 
Number One in E.M.T. sales... 


INSIDE KNURLING . . . another ELECTRU- 
NITE exclusive. By actual tests makes wire- Plus... 


Se. Quality control that stretches from Republic’s ore mines to the blast 
furnaces and rolling mills to the finished ELECTRUNITE E.M.T. that 
you carry... 

More than 20 years of service from millions of feet in hundreds 
of structures of all types... 

Produced by the time-proved electric-weld process, by the same trained 
people that make strong dependable ELECTRUNITE Boiler Tubes. 
E.M.T. carrying the ELECTRUNITE label was first in the field, is 
kept first by continuing Republic research. 

You hitch to the leader when you are an ELECTRUNITE E.M.T. Distributor. 


ACCEPTANCE . . . first in preference 
by brand-name in unbiased surveys... 
on ELECTRUNITE feature. 


Be sure you use all these Electrunite helps 


BENDING INSTRUCTIONS . . . for your ‘ 
Envelope stuffers for 
customers’ convenience . . . an ELECTRU-  s ELECTRUNITE Distrib- Reprints of 
NITE extra. promotional evecrrunite 
Reprints of our 8-page Sweet's Mailings. E.M.T. adver- 


Catalog section for your tisements to contrac- q 
distribution. tors, architects and specifiers. 


REPUBLIC STEEL CORPORATION : 


224 EAST 131s STREET + CLEVELAND 8, OHIO E LE CTR U | ITE —E M T. 
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Cutler-Hammer now offers a new, com- 
plete and comprehensive line of pull-out 


type main and range switches. It provides 
features to help the contractor do a better 
job for his customers and an easier, more 
profitable job for himself. 

This new line is available with main and 
range plus 4, 6 and 8 plug fuse circuits, in 
surface or flush mounting with the shallow 
case that fits modern wall construction... 
and in various types of enclosures. 

There are 76 knockouts in each case, rang- 
ing from 4” to 1%"; the easy to remove 
interior which slips out after you loosen one 
screw, provides more wiring space; easy-tite 
wire holes; solderless connectors for ‘tap 
off’’; a clear, easy-to-read, easy-to-follow 
wiring diagram; and a one screw cover 
mounting for the surface types. 

Customers like the easy and safe access 


to fuses; the good-grip 

pull-out handle that makes 

pull-out easy to remove for fuse 
replacement in emergency. Customers 

like the better appearance, harmonizing with 
any home decoration scheme. And _ they 
like the dependable, trouble-free service 
resulting from features like silver plated 
contacts, ample contact area, and cool 
operation. They know that the name 
Cutler-Hammer on the case, advertised for 
many years in Saturday Evening Post, 
Better Homes & Gardens, etc. means more 
for the same money. They respect the con- 
tractor that handles this kind of equipment. 
Featured by leading distributors from coast 
to coast. CUTLER-HAMMER, Inc., 1327 St. 
Paul Avenue, Milwaukee 1, Wisconsin. 


CUTLER-HAMMER 
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How not 
“SHORT-CHANGE” 


Your Customers 


-.-.» WHEN YOU SELL THEM TAPE! 


While minimum length can be 
depended on to be accurate in every 
roll of tape, it’s the weight of the roll 
that you must watch. It is important 
for you to know: Does the No. 4 Roll 
actually weigh 4 ounces, as it should; 
or the No. 8 Roll 8 ounces? 


For weight reveals whether tape is 
full strength in substance, or whether 
its protective and adhesive properties 
have been weakened due to skimpy 
materials. Underweight tape results 
in customer dissatisfaction. 


You can always weigh every roll 
you buy, of course, but why bother, 
when HAARTZ- MASON publicly 


Tors Tart 
TRONGHOLO 
RUBBER TAPE 


Note: Weight and length information are printed boldly on every roll and container. 


makes you a DUAL GUARANTEE — 
a guarantee covering both weight and 
length, and prints this information 
boldly on every roll and container. 


HAARTZ-MASON is currently pro- 
moting the importance of weight to 
your tape customers and urging them 
to look for weight information on 
every roll they buy. So avoid possible 
loss of tape sales by putting in a stock 
of the DUAL GUARANTEED HAARTZ- 
MASON brands today. 


Haartz-Mason, Inc. 


WATERTOWN 72, MASS. 
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| 
Represents High Standing in 
NAME-PRODUCT-POLICY 


‘when you select 


Rememéer: For any purpose standardize on Spang 
Central Conduit whenever you want the utmost in 
dependability. 

First choice of prominent architects, contractors and 
owners, because it’s a quality-controlled conduit . . . made 
from carefully selected steel, formed under exact heat con- 
ditions, inspected constantly—manufactured to give exactly 
the right threading, bending and cutting characteristics. All 
features which will reduce your installation time and costs. 

Be sure to specify the better conduits by Spang. You'll 
find it will pay! 
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Candace” dipped and locquered rigid stee!_ 
conduit, easy fo work anc bend . . . exceptional 
corrosion-resisting qualities. Couplings hot dijped 
zinc coated with electro-galvonized threads. 


"*Contal While” —tlectro-gaivanized rigid 
steel conduit, easy to work and bend . . . interior 
coating of black enamel cssures a smooth surface, 
making an ideal raceway for wiring. 


conduit, easy to work and bend . . . surfaces will not 
crack, chip or flake under the most sovere bending 
strains. Couplings pickled before applicction. 


tro-golvanized an outside, finished inside with clear 
lacquer, Easy bending characteristics moke it o 
versatile tubing foro variety of rocewoy surfaces. 


SPANG-CHALFANT 


Division of The National Supply Company 


in Principal Cities 


4 
| CENTRAL ELECTRICAL METALLIC TUBING 
GENERAL SALES OFFICE: 
District Offices and Sales 


whe 
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Nepconol Building Wires 


FOR DRY LOCATIONS (Type T)—Used only in non-metallic 
sheathed cable. For operating temperatures up to 60°C. Permits 
smaller over-all diameter of cable. 


FOR WET LOCATIONS (Type TW)—Moisture-resistant grade 
of Nepconol wire for wet locations. 60° C. 


NEW—FOR “HOT-SPOT” WIRING— Wherever operating 
temperatures are extremely high, use Type 80°C. Provides higher 
voltage breakdown than ordinary primary insulation. Overall 
fibrous coverings are unnecessary. For even higher operating 
temperatures, National Electric has developed the new Types 
90° and 105°C. wires. 


Nepconol Fixture Wires 


Types TF (solid or stranded) and TFF (flexible) for 600 volt 
service up to 60°C. 


Formerly NE’on, Nepconol is the new trade name for 
National Electric’s superior building wires and cables for 
general use in wet or dry locations. Nepconol thermoplastic 
insulation resists moisture ... flame... acids... alkalies... 
oil . . . abrasion. Available in a wide choice of bright, 
permanent colors for easy identification. 

All Nepconol Building Wires are clearly marked with 
size, type and voltage every two feet for ease of identification. 

Nepconol Wires and Cables greatly exceed Underwriters’ 
Laboratories, Inc. requirements. 

Sold through leading electrical wholesalers. 


PITTSBURGH, PA. 
3 Plants + 7 Warehouses + 42 Sales Offices 
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preferred for 


mold-cured HAZACORDS 


give better service...longer life 


Fewer replacements . .. less time lost . . . lower operating 
costs—that’s what using Hazacord means to you. Re- 
gardless of the treatment it gets, mold-cured Hazacord 
has the “built-in” ability to absorb more punishment and 
stay on the job longer —that’s why it’s preferred for 
economical service on rugged industrial jobs everywhere. 


Every Hazacord flexible cord and portable cable is 
protected with Hazard’s exclusive Hazaprene ZBF 
sheath which means extra resistance to such common 
industrial perils as oils, acids, chemicals, moisture and 
weather. In addition, the Hazaprene sheath is cured 
under pressure in a continuous metal mold —the best 
method known to provide extra density, lasting tough- 
ness, a smooth, abrasion-resistant surface. And its high 
flame resistance more than meets the requirements of 
the Federal Bureau of Mines and the Pennsylvania 
Department of Mines. 


There's a Hazacord flexible cord or portable cable for 


every need. Ask your jobber about Hazacords today. 
For the complete catalog of Hazacord flexible cords 
and portable cables WH-420, write to Hazard Insulated 
Wire Works, Division of The Okonite Company, Wilkes- 
Barre, Pennsylvania. 


Feel the embossed name Hazacord on the sheath — 
positive proof of a mold-cured cord. And mold- 
curing means extra long life to portable cords. 
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How One Wholesaler’s Plan... 


1 Development of 
closer contact with 


3 Newspaper odver- 


Periodic mailings 
Personal contact 


Permanent attention P 
2 Proper utilization paid to them 
these of homebuild- 
ures applied ing industry 


Cooperative sharing 
of costs with four 


Total of 3,600 lines 


participating 3,4 
dealers of advertising in top 
Indianapolis daily, 
local weeklies. 
dealers assured a 
share of added 
business 


“Escort” selling ) 


Contractor-dealer 
customer list up 130 
per cent 


Contact with builders, 
architects and 
decorators increased 
a hundred-fold 


Dealers’ sales in- 
creased 25 per cent, 
Farrell-Argast’s 34 
per cent 


... Snapped a Fixture Slump 


Farrell-Argast's current merchandising campaign—a complete turn- 


about from its old policy—has done wonders for its residential lighting 


business. The Indianapolis distributor has tapped new markets, devel- 


oped new ways of selling, built a better salesroom of its showroom 


selves all sorts of reasons why 

they should not advertise their 
lighting departments. We ate our 
share. But we've learned that a sound, 
basic advertising program can work, 
will work and does work. And it makes 
sales for distributors, dealers and con- 
tractors.” 

The words are from a report by the 
Farrell-Argast Co., of Indianapolis, 
Ind., to the advertising director of 
Lightolier, Inc. The lesson is an im- 
portant one for every distributor of 
lighting equipment. 

“Four years ago,” the report goes on, 
‘our company policy refrained from 
any positive action as to catalog mail- 
ings, adequate mailing lists, exploita- 
tion of Dodge reports, contact with 
builders, architects, decorators. And 
solicitation of consumer business or 


| have fed them- 


new spaper advestising in any torm was 
anathema to us 

Today we have a major lighting 
fixture advertising campaign rolling 
Our sales have jumped 34 per cent, 
our sales force has increased 50 per 
cent, our contractor-dealer customer list 
has grown by 130 per cent and our 
contact with builders, architects and 
decorators has increased a hundredfold. 
And, above all, we've strengthened our 
position with our contractor-dealers 
both as to our supply lines as well as 
our fixture lines 

“We have tapped new markets, de- 
veloped new ways of selling, built a far 
better showroom. We have made light- 
ing fixtures a major part of our busi- 


ness . . . because we saw the potential 
of advertising and exploited it.” 
¢ Favorable Background — Four 


years ago, Farrell-Argast stood in an 
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advantageous position. It was an estab 
lished business. It had a 
major lines, an adequate sales force 
and a growing market. But the firm 


showroom 


wanted new business 

It wanted to expand. It wanted to 
tap the resources of its trading area. It 
wanted its products in the thousands of 
new homes, apartments, offices and 
factories which were being built or 
planned in and around Indianapolis 

How to realize all these objectives 
was the company’s prime concern. The 
first step in the right direction was the 
development of closer contact with 
dealers in the Indianapolis market area 
This was done by the classic method 
periodic mailings, personal contact 

Mailings were simple. They merely 
informed dealers, in an interesting way, 
that Farrell-Argast offered profitable 
lighting fixtures manufactured by lead- 
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Por Home Planned Lighting 


shimmering elegance 
and new glamour 
to your home 


IMPORTED 


Crystal 


Crystal makes your table service gleam. your linens 
seem softer and more luxurious. And now, here comes 
Lightolier lead~ Crystal—designed in America by 

Carl Moser, hand-crafted in Bolemia by world-famous 

crystal cutters! It adds even more brilliance, more 
elegance to your home than you've ever thought possible! 
You'll get wonderful decorative effects for your home 
at wonderfully attractive prices. So see imported 
Lightolier Lead Crystal today! There's a 
wide, wide choice. 


FARRELL-ARGAST ELECTRIC CO. 
Meridian ond Maryland Sts. Distributors PL 632! 
— NORTH — 
Hines Electric Co. 
4610 Crittenden 
BR oedway 7158 


MA rhet 5301 1M periat 1911 


ADS. Since campaign was by _ its 
nature promotional, ads tied in di- 
rectly with Farrell-Argast (as above). 


ing firms. Postcards, letters and, most 
important, business-producing catalogs 
were mailed out. 

The mailing list grew. More and 
more dealers came to know of Farrell- 
Argast. The company began to take 
advantage of important helps offered 
by manufacturers. Representatives be- 
gan to attend lighting shows, visit 
manufacturers at their plants and show- 
rooms. Members of the sales force at- 
tended the sales clinics which Light- 
olier conducts tor its distributors. 

e From the Clinic—an Idea—From 
these Lightolier clinics, Farrell-Argast 
learned about “escort” selling — the 
method whereby electrical contractors 
and dealers give their customers cards 
of introduction to the distributor's 
showroom so that they may have an 
escorted tour. Sales made in this man- 


Ur. drs. forvin Beveridge 
N. demoton Yrive 
Indienspolis, Indiane 

Dear Mr. & Mre. Homebuilder 


your lighting early, too. 


with your lighting problems. 


ing requirements. 


Plaza 6321. 


So please call, or come in now. 


You can help make your home building dreams come true -- 


PLANNED LIGHTING is an important factor in better homes. 
your advantage to avail yourself of our experience with PLANNED LIGHTING. 


We have the most complete display of residential lighting fixtures 
in the state. Our experienced sales people are prepared to assist you 
Our consultants are trained to discuss your 
lighting probleme in practical terme. 
guited to the size and decorative scheme of each room in your home. They 
will recommend installations to euit your taste and to match yo 
We have available for your needs a complete line of catalogs which will 
be of aseistance to you in PLANNED LIGHTING for your home. 

We invite you to vieit our display roome at your earliest convenience. 
See what ie available in proper lighting fixtures to meet your home build- 
If we may be of service, please contact your writer; or, 
if you would prefer the convenience of an appointment, please call 


Our home lighting consultants will help you without charge or obligation. 


Very truly yours, 


FARRELL-ARGAST ELECTRIC COMPANY 


CM 


if you plan 


It is to 


They suggest the lighting best 


ur budget. 


DIRECT MAIL. Mailings are simple 


They merely 
Farrell-Argast offers lighting fixtures manufactured by leading firms 


inform homebuilders that 
Postcards, 


letters and, most important, business producing catalogs are also mailed out 


ner, in the distributor's showroom, are 
credited to the dealer at full mark-on 
without the necessity for any additional 
inventory at the dealer level. 

Through escort selling, the distrib- 
utor sold the job, pushed higher-tick- 
eted goods, waged its campaign not to 
stock up a dealer's shelves but to sell for 
him. To make proper use of escort sell- 
ing, Farrell-Argast expanded and re- 
decorated its lighting showroom, im- 
proved its appearance and put best- 
selling numbers on the ceiling. It made 
a handsome salesroom of its showroom. 

The escort principle stepped up the 
mailing campaign. All types of litera- 
ture were mailed out, particularly those 
catalogs that get into places a salesman 
would rarely reach. 

The next step was the proper utiliza- 
tion of Dodge reports. Permanent at- 


tention was paid them, and faithful 


and searching procedures applied. 
Form letters were prepared and issued 
to homebuilders, contractors and spe- 
cial building groups. Post cards were 
used for follow up and, of course, the 
indispensable personal call went on. 

e And Still Further — Architects 
were reached with material of a semi- 
institutional nature — newsletters and 
other mailing pieces which discussed 
trends in lighting, presented informa- 
tive material about styling and effi- 
ciency which was of definite help to 
this group. 

Farrell-Argast’s campaign was unre- 
lenting—and its rewards were begin- 
ning to mount. The company partici- 
pated in the annual Indianapolis 
“Home Show,” and began to cooperate 
more closely with the local utilities, 
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PERSONAL CONTACT. The indispensable personal call goes 
on. Here, salesman replenishes dealer's stock of ‘‘escort cards”’ 
in anticipation of demand due to stepped-up promotion 


DODGE REPORTS. Careful inspection of building plans is a 
daily routine at Farrell-Argast. After screening, form let- 
ters are then mailed to homebuilders, building groups, etc 


ESCORT APPROACH. Customer hands Farrell-Argast sales- 
Card entitles bearer 
“full use of distributor's display rooms and advisory service."’ 


man escort card given him by dealer 


taking advantage of the material they 
offered. It joined the local construction 
league and allied the distributor's ideas 
with those of other industries con- 
cerned with similar problems. 

The latest and most important step 
is mewspaper advertising. Farrell-Ar- 
gast’s first effort was a failure. A cam- 
paign stressing quality, efficiency and 
decorative values was stopped dead in 
its tracks because the attempt to pro- 
tect the dealer and contractor brought 
the company under the national adver- 
tising rate structure of the local news- 
paper. 

A second approach worked out. To 
get the local rates which would make 
newspaper advertising sensible in eco- 
nomic terms, dealers had to be identi- 
fied with it. And, since the campaign 
was by its nature promotional, the ads 


had to tie in directly with the place 
where the merchandise shown was 
available. 
e A Sharing of Cost—The method 
finally developed was this: four non- 
competitive dealers were approached. 
They were to be listed in the ad if they 
would share, among the four of them, 
one half the cost of the ad. The other 
half was absorbed by Farrell-Argast. 

Ten consecutive Sunday ads were 
run in the women’s pages of the top 
Indianapolis newspaper, a total of 
2,000 lines. Some 1,600 were run in 
each of the dealers’ local weekly papers. 
Farrell-Argast’s name appeared as dis- 
tributor. The dealers were listed promi- 
nently and readers were directed to see 
those dealers. 

Non-participating dealers were in- 
formed of the program and told it 
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ESCORT SELLING. 
pushes higher-ticketed goods 
credited to dealer even though he does no actual selling 


inside the showroom, salesman 
Sales made in this manner are 


Once 


could also produce a share of additional 
business for them. 

e Up and Up— Thus far the “trial 
run” has worked. The four participat- 
ing dealers report an average sales in- 
crease of around 25 per cent, and Far- 
rell-Argast’s own showroom sales have 
spurted, largely as a result of additional 
escort business sent them by the par 
ticipating dealers and by other dealers 
whose customers saw the ads, liked the 
goods, and asked where they could be 
seen. 

Future plans call for a vast expansion 
of the program, increased advertising 
appropriations and the inclusion of 
dealers in increasing numbers. In short, 
the future looks bright for a firm that 
learned the elementary lesson 

“Tell people what you've got and 
where you are. They'll come knocking 
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o Handle 
omplaints 


The proper handling of complaints 
—a salesman's job—is an impor- 
tant factor in keeping customers. 
Here's a six-step procedure that 
can help transform dissatisfac- 


tions into sales opportunities. 


USTOMER complaints are either a pain in the neck or 

a welcomed opportunity, depending upon the individ- 

ual salesman’s viewpoint. Those who take the latter 
view know that a gripe openly stated is simpler to straight- 
en out than an unexpressed grievance, which sooner or 
Jarer translates itself into a lost customer. Those who feel 
that complaint adjusting is distasteful are jeopardizing 
their chances of success in this phase of their job. 

It doesn't matter whether the complaint involves mer- 
chandise, charge, delivery or service, the important thing 
is the salesman’s attitude. This alone determines the sales- 
man’s success in converting any sort of a dissatisfaction 
into a sales opportunity. By handling all complaints 
courteously, tactfully and promptly, the salesman strength- 
ens his relationship with his customers. And at the same 
time, he impresses them with his spirit of service and fair 
dealing 

Such an approach to customer complaints also presents 
the opportunity to the salesman to learn—through criti- 
cisms—what steps might be taken to improve his firm's 
products and service. An equally important consideration 
is the fact that a customer whose complaint has been 
handled promptly and satisfactorily will spread the word 
of his supplier's fairness. 

Naturally, the salesman should guard against a weak, too 
apologetic attitude in handling complaints. A firm adher- 
ence to company policies commands the respect of his 
customers and leads to adjustments that are fair to both 
parties. Then, too, when a salesman has built a reputation 
for fairness and firmness in this respect, many unjustified 
complaints just don't materialize 


1. Listen courteously to customer's complaint. 


A sympathetic attitude on the salesman’s part goes a long 
way when a complaint is being presented. It can create 
good will even when the eventual settlement is not in the 
customer's favor. A curt attitude, on the other hand, can 
lose a customer, regardless of the matter's final disposition. 
Once the customer has been allowed to present his com- 
plaint without interruption, the salesman can further 
soothe him by thanking him for bringing it to his atten- 
tion, regretting the customer's inconvenience or appreciat- 
ing the customer's position 


4. Take prompt action on the complaint. 


When his firm is at fault, the salesman should take steps 
to initiate the adjustment. If a call to the home office will 
speed things, it should be made on the spot. Such evidence 
of action will assure the customer that his supplier means 
to satisfy him. Prompt action on complaints is not only 
appreciated by the customer, it is fundamental to main- 
taining his good will. Postponements serve only to annoy 
the customer. Likewise, long-winded apologies and weak 
excuses, such as “Mistakes are bound to happen,” are un- 
necessary and unconvincing 


ELECTRICAL WHOLESALING—November, 1952 


é 
e 
66 


2. Examine the basis for the complaint. 


If the complaint involves damaged or defective merchan- 
dise, the salesman should examine it at once in the presence 
of the customer. If the difficulty is concerned with over- 
charges or misunderstandings as to price, the invoice should 
be checked. This examination might be accompanied by 
the explanation that the salesman has no doubts as to the 
customer's truthfulness; he simply wants to get as complete 
a picture as possible of what's wrong. Such a first-hand in- 
spection can also suggest steps to prevent the recurrence 
of similar complaints 


5. Resell and educate the customer. 


When a complaint has bec.: settled in the customer's favor, 
the salesman has a clear course of action before him. The 
first thing to do is to make the most of the customer's 
satisfaction by reselling him on the firm's products and 
services. A detailed explanation of them is in order, espe- 
cially if the customer's confidence is shaken. The fairness 
of the firm’s policies should be explained if they are the 
basis for the complaint. If a damaged shipment leaves the 
customer short of merchandise or supplies, another order 
should be sought. 
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3. Determine who's at fault and explain why. 


While he is examining the basis for a complaint, the sales 
man usually can determine who is at fault—his firm, the 
customer, or possibly a third party. If he can’t, then further 
investigation obviously is needed. Once he has determined 
who is to blame, the salesman should explain his conclu- 
sions to the customer. It may be that his firm shipped 
defective merchandise or billed the customer incorrectly 
Or perhaps the customer used the product improperly and 
thereby caused the trouble 
tactful explanation 


a conclusion that calls for a 


6. Report how the complaint was handled. 


The final step for the salesman is to make a report of the 
complaint and how it was handled to his firm. In instances 
where the complaint was strictly minor and straightened 
out with a few words, this step might be skipped. But 
otherwise, a complete report is important because it en- 
ables the firm to fulfill the salesman’s promises to the 
customer. If the firm has been at fault, steps may be sug 
gested that would prevent a recurrence. If further investi- 
gation of the complaint is required, this, too, can be 
expedited by a complete report 
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HOW CHARLEY SCHNAKENBERG 
OBTAINS SALES LEADS => 


Here's a close-up of a successful 


electrical distributor's salesman who 
gets his share of sales leads be- 


cause he plans for them. He knows 


that good leads are more a matter 
of lookout than luck, and this ap- 
proach has paid off in bigger sales. 


THROUGH BUSINESS CONTACTS—Charley 


receives company name and 


(right) 


Schnakenberg 
location from a fellow 


What's in a Lead? 


HARLEY Schnakenberg, one of the 
top salesmen at Wesco-Long Island 
City, N. Y., is always on the look- 

out for sales leads. He knows how they 
pay off 

For example, a business friend told 

him of a new company being set up by 
a utility to convert the five New York 
boroughs to the use of natural gas. 
Charley dropped in on the new pur- 
chasing agent and came away with 
what ts believed to be the largest single 
order for flashlight batteries ever se- 
cured in New York. It seems that the 
men doing the conversion work in dark 
basements and corners used three and 
one-half batteries for each day's work. 
End result 
almost 


Charley got an order for 
300,000. batteries plus many 
later orders from the same customer. 

e Business Contacts—Charley claims 
business contacts as his particularly 
productive source for good leads, but 
says, “The business contacts aren't just 
casual commercial acquaintances but 
close associates on friendly terms. Many 
times my friends in outside companies 


supplying us will give me leads which 
prove successful, and I, in turn, help 
them out when I can.” 

The one thing Charley Schnakenberg 
stresses is frequent visiting of business 
friends, which he says is essential to 
the preparation of convincing sales 
presentations to leads and the posses- 
sion of a fingertip working knowledge 
of the field. 

In the case of his company, Charley 
attributes many of his leads to the free 
exchange of information among the 
various Westinghouse organizations. 
"For instance,” he says, “suppose a com- 
pany is moving from Toledo, Ohio, to 
White Plains, New York. Our district 
othice in Toledo will give the White 
Plains office plenty of advance notice 
of the move, and even before the move 
is published in the paper, a salesman in 
White Plains will be preparing to serve 
the new customer. This is a daily occur- 
rence in our business and we take full 
advantage of these tips. 

e Customers Help — “Satisfied cus- 
tomers are particularly important to me 


as a source of information,” he declares. 
“Maybe it’s a little old-fashioned, but 
I’m one of those salesmen who doesn't 
believe a sale ends with the dollar in 
the till and the commission in my 
pocket. Sure, it takes a bit of extra 
effort to get around and see that every- 
one is happy, but you'd be surprised 
how many leads I pick up that way. 
Some of my best customers go out of 
their way to steer me to a potential sale, 
and I find that half my selling job has 
been done by my satisfied customer.” 
e Conventions & Co-Workers—For 
his particular specialization, utilities, 
Charley finds the different industrial 
trade shows and exhibitions to be 
sound aids to new leads. Curiosity and 
interest aroused in the visitors can be 
quickly channelled toward sales, he be- 
lieves, and frequently inquiries are 
made long after the show has ended. 
Counter men and inside men can't 
be skipped in searching for new leads, 
Charley maintains. In the course of 
their regular duties, they come across 
many tips on potential customers, and 
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THROUGH MANUFACTURER'S ADS—W. H. Bingham, Wesco eastern district 
manager, shows Schnakenberg latest inquiries from advertising 


salesman at Wesco. ‘‘One of my best 


sources of leads,”’ says Charley. 


By George D. Farley 


their intricate knowledge of stock and 
parts can help many a sale to a quick 
close. Cooperation with these men is mt 
vital to a coordinated sales effort, he THROUGH COUNTER MAN—Schnakenberg gets name of firm ordering prod- 
Says. ucts indicating power construction from Wesco counter salesman 

e Readiness Pays—These are not the 


only sources of leads, of course. Leads 
can come to the salesman at any time, 
anywhere, and from any one. Charley 
doesn’t believe in ignoring any tips. 
He keeps his eyes and ears open while 
selling and is quick to cash in on a lead 
from porter, elevator man or recep- 
cronist 

“What you do with a lead is as im- 
portant as the lead itself,” he says. “In 
following up a lead, I get all the in- 
formation time will allow and try to 
have sales material ready for any 
eventuality.” Smiling, he says, “You 
know, if I can’t talk intelligently about 
my products or I don’t have asked-for 
information, it’s a cinch I won't be 
asked back there soon.” Charley must 
be pretty convincing because looking 
at the record he’s asked back all the THROUGH SATISFIED CUSTOMER—Good lead is secured plus helpful back- 


time. ground information on prospect from long-time customer 
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Booklets 


Ger the full facts about United States 
Rubber Company's Aluminum Wires 
and Cables. These two clearly written. 
informative booklets are packed with 
data on specifications, standards. 
photographs showing stripping. join- 


ing. soldering—installation facts of all 


tell all about aluminum wire 


kinds, plus property tables. In addi- 
tion, there is a table showing how 
S.° Aluminum wire’s insulation 
properties compare with Underw riters’ 
Laboratory Standards. 

These booklets are FREE. Send 


for your copies today! 


United States Rubber Company 


Electrical Wire and Cable Department 
1230 Avenue of the Americas 


ROCKEFELLER CENTER + NEW YORK 20, N. Y. 


70 ELECTRICAL WHOLESALING—November, 1952 


at 
INSTALLAT 
j 
} 


Selling means more 
than getting a name 
on the dotted line .. . 


... It means helping 
the customer move goods 


to the ultimate consumer. 


The Order Is 


The LEAST Important Thi 


It takes real ability to get an order the first time around 
to a new account. But the first order isn't the big one— 
it's the second and third and all the following ones that 
count. They tell you whether you're in business for keeps. 


By Francis W. Sullivan 


HIS guy Burke could really sell. One of our younger 

post-war salesmen, he had a natural charm of manner 

His enthusiasm about his merchandise, combined with 
a well-planned sales story, accomplished the separation of 
the prospect from his money with almost no pain. 

This was Allan Burke's particular skill. Whenever there 
was a sales department drive for new accounts, his name 
was usually found at the top of the list. As for deals to 
unload slow-moving stock or old models on new buyers, 
you just couldn't beat him 

But because of this particular talent he was in trouble. 
That was why I had joined him 

All these things were running through my mind as we 
came out of the furniture factory in Etheridge. Burke had 
just sold two dozen power flashlights for use in the plant 


and warehouse 
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Allan,” I said, “haven't you got a conscience? They need 
those flashlights in there just as much as they need another 
warehouse full of cancelled shipments 

He showed me that engaging grin of his 

“Jackson forced ‘em on me,” he said, still st 
saw it yourself. He just pulled the order book 
signed it. What could I do? 

“Yell for help. I was right there. I only hope you don't 
get a cancellation on those before you get back to the office 
Friday. That'll be just one more piled on top of the other 
cancellations you've had from this town in the past couple 
of months 

Burke grimaced at the recollection. 

Yeah, so I've heard from the office,” he said, deadpan 
And it burns me up. Here we've got a line that dealers 


can sell and make money on if only they'd get behind ir; 
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I tell ‘em all that and they buy, but if they won't take the 
trouble to merchandise our stuff that’s their hard luck.” 

“And yours and ours. You lose commissions. We lose 
distribution and profits. That’s what we're in business for, 
remember?” 

He should have remembered a little about the economics 
of the territory, too. Etheridge, a county seat of 50 thou- 
sand, is supported chiefly by the furniture factory and the 
surrounding farm areas 

At the time, the furniture factory had been hard hit by 
a nationwide slump in retail store sales. The result was that 
the warehouse was choked with cancelled merchandise and 
many workers had been laid off. The farmers, though, were 
doing all right 

“Well, where to next?” I asked. “Doesn't that just about 
clean up the worthwhile prospects in town?’ 

He consulted a list he had written on a card. 
he conceded reluctantly. “I 
think we'd better check on some others, though, before we 


“Yep, that about does it, 


shove off 
We were walking towards the car when Burke added 
eagerly: “You know, the one thing that makes this selling 
business worthwhile is to drop into a place you've never 
been before, meet a man you've never seen before, and 
come out with an order you didn't expect to get.’ 
That was Burke's pinnacle of selling success—to unload 
an order the first time around 
“Sure, that's the fun in selling,” I agreed. “And it takes 
real ability. But just remember this. The first order isn’t 
the important one—it’s the second and third, and the ones 
after that. They tell you whether or not you're in business. 
Unless you're running a business you're not a very good 
salesman 
What do you mean, ‘running a business’?” he de- 
manded 
Finding the way, whatever it is, to keep every account 
on the books and building it to show more sales at more 
profit at less time 
You sound as if a salesman has to get into every cus- 
tomer’s business with both feet and run it for him. Me, 
I'd sooner sell 
“That's just what I'm talking about—selling,” I came 
back. “Where do we go first? 
“Marcus Appliance Co., 


gine. “The guy’s a little behind in his payments so we've 


he grumbled, starting the en- 


got to prod him. I hate approaching a customer for 
money 

“My copy of the credit department letter says that 
Marcus is 60 days past due on several sizeable invoices and 
they want action. What would you suggest?” 

Allan brightened immediately 

Maybe I can sell him our late holiday special deal. It's 
a tast mover and ought to raise some money 

“No good. Marcus would have to buy C.O.D 

“Well, then, what's your idea?” He swung into the curb 
“Here we are. It’s all yours 

The Marcus store proved to be attractive, well lighted 
and with a good arrangement of stock on the floor and 
shelves. But the cut-price offers and special deals which 
battered the eye from every direction were signs of trouble 

When Mr. Marcus, a heavy-set, dark man, greeted Burke 
it was with noticeable reserve. He glanced at me with 
suspicion 

“L guess I know why you gentlemen are here,” he said 
uneasily, “But the situation hasn't changed any, and I don't 
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know what I can do.” He glanced in my direction again. 
Burke made the proper introduction, and as soon as 
Marcus realized I was there only to help solve his problem, 
he warmed up a bit. 
The store, he explained, was in an area largely populated 
by workers from the furniture factory and the many layoffs 


Cut-price offers and special deals were signs of trouble. 


had cut deeply into his expected sales. The anticipated 
forward buying for Christmas had not materialized, and 
he now doubted any last minute rush, although he had 
prepared for it by stocking up heavily. 

So far it was not an unusual situation, but when I began 
tactfully digging into his methods of operation, including 


stock control and cost analysis, the picture changed. Here 


was a man in business who knew very little about business. 
As long as things went well he made money; when they 
went wrong he was lost and resorted to price-cutting as a 
means of saving himself 

Later, Marcus took us back to his office and for more 


Here was a man who knew little about organizing his b 


than an hour we tried to get a picture of his operations 
from scraps of paper, incomplete files and old invoices. 
How do you finance your business?” I asked at one 
point. 
‘lL buy for cash and I sell for cash,” he replied, “or I 
did until last summer when things began to get bad. Then 
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I found my cash all tied up.” He spoke resentfully, as if 
such things shouldn't happen. 

“Ever think of using your bank when you need cash? A 
moderate loan for a short time. . .” 

“No bank loans for me,” he interrupted sharply. “I'm 
not putting my business in hock to anybody and losing 
control of it. Another thing, I'd have to pay interest on a 
loan and I'd have to add that interest to my prices, and 
God knows I can’t sell goods at my present prices.” 

We talked for a while longer, and then I said, “Suppose 
you leave this problem with me. I'll think it over and try 
to come back tomorrow morning with some workable 
suggestions. Don’t worry, we'll find a way to lick your 
problem.” 

Marcus was about to reply when Burke interjected, “In 
the meantime I notice you're a little short on flatirons and 
clothes dryers and if you would like us to .. .” 

Marcus smiled politely. 

“If I place any business at all—and it won't be much— 
I'm holding it for Jenkins of Capitol Appliances. He's 
been trying to help me out lately and I think he’s entitled 
to the business.” 

On that sour note we left. When we were outside neither 
of us mentioned the incident, the implications were too 
clear. Instead I said: 

“This Marcus situation is just an example of what I was 
saying earlier today. Up to now all of us have been fooled 
by what looked like an ordinary credit problem. But now 
it's a lot more serious than that—our money and our mer- 
chandise are in real danger 

“Marcus needs help badly, and it’s part of our job to 
give him that help on a friendly, counselling basis. To 
crack down now would be fatal. Did you have any idea of 
Marcus's real situation the last time you sold him?” 

“I knew he was short of cash, but I didn’t know he was 
such a crude businessman. Even if I had, I wouldn't have 
known what to do about it.’ 

Well,” I suggested, “there’s always the company and 
your sales manager and me. But to Marcus, the most im- 
portant man in our organization is you—to him you are 
the company. Right now his opinion of us . . . well I don't 
have to tell you.’ 

Burke's good-natured grin turned to a dry smile. He 
knew there was trouble afoot, part of it caused by him. 
Like the good salesman he was he let the blame fall where 
it belonged 

“I guess I'm sort of the pot calling the kettle black,” he 
said. “There's probably something to this salesman-busi- 
nessman routine after all. Go ahead, work me over. 

You'll do it better than I can from now on,” I told 
him, “just so long as you keep in mind that Marcus's busi- 
ness is your business, too, or we don't get any business 
See? 

“Right!” he said, soberly. “Now what can we do to help 
him? 

“We'll work on that tonight. In the meantime we have 
time for one more call. Where to next?” 

“Another dealer, Algernon Simpson, no less. Calls his 
place ‘Simpson’s Modern Living, Inc.’ He's out in the 
swanky new development near the Country Club.” 

“What's the matter with him? More money trouble? 

No, I don’t think so. His customers can afford anything 
they want, but he just doesn’t seem to sell goods. Very 
rough to handle, but I manage to get him all hopped up 
about a new product or deal and then after the first ship- 
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ment nothing happens.” He let me read between the lines 

On our way to Simpson's I reviewed my file on him and 
found that his purchases had been small and intermittent. 
On the other hand, we had shipped him quantities of sales 
promotional material which had produced excellent results 


Simpson indicated that his only desire was to get rid of us. 


elsewhere. The situation didn’t make sense, but I didn't 
have time to question Burke about it. 

Simpson's store turned out to be exceptional. It had a 
wide chromium front with some borttle-end glass trim and 
good display windows. As we parked nearby, I noticed an 
employe in one of the windows lifting out fans and re- 
placing them with electric heaters. When we entered the 
store, Allan smiled and waved to the man 

“Hello, Joe, making the annual change, I see 

“Yeah,” Joe laughed. “Come November, we take out the 
fans and put in heaters and come May we take out the 
heaters and put in fans 

The store was deep and roomy and the walls were 


His eyes lighted up and he began to ask questions himself. 


painted in modernistic designs. There was a polished hard- 
wood floor, and all the merchandise sparkled with cleanli- 
ness under fluorescent lighting aided by yellow spotlights. 

A tall, distinguished-looking elderly man was allowing 
a young couple to make a choice among three refrigerators 
whose doors stood open revealing the lighted interiors. I 
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noticed that there were no price tags on any of the appli- 
ances 

That's Simpson,” whispered Allan. 

A couple of clerks stood behind the rear counter chatting 
but, though they must have seen us, neither made a move 

After a few minutes the young man who was looking 
at the refrigerators said, “Well, we can't seem to make up 
our minds right now. We'll go home and think it over 
and let you know 

Mr. Simpson bowed. “As you wish,” we heard him say. 
Then he turned and came toward us. He greeted Allan 
formally and acknowledged my presence with a keen 
glance but without a smile 

As we broke the ice two new custoraers entered the 
store, approached the nearest counter and waited. The 
clerks in the rear were laughing together, presumably at 
some joke. Mr. Simpson excused himself, strode halfway 
down the store and spoke sharply to them. While he was 
gone Allan said 

Now do you see why he doesn’t sell anything? 

On the surface, yes, but there’s something more behind 
all this. What have you done about it? 

Nothing. I've tried a couple of times, but that stuffed 
shirt won't take anything from salesmen. You'll see 

It was a ticklish moment. Simpson was formidable and 
had already indicated that his only desire was to get rid of 
us. | thought back to fundamentals fast and remembered 
that ancient, unchangeable truth about any sales situation 

that every prospect has a problem 

Algernon Simpson being both a human being and a 
store keeper must have a problem, probably a lot of prob- 
lems. And I was sure they stemmed from one fact—the 
man was no merchant, he knew it and he was desperate for 
help. But he couldn't ask for help. His natural reserve 


Burke came upon a carload of unused promotional material. 


which might have melted and grown warm with success 
froze up and became antagonistic with failure 

Now, quickly, | had to tind a point of mutual interest 
and understanding. And it had to be done with the utmost 
friendliness and patience to inspire his confidence that we 
were there to help him 

I] began, always smiling, by asking a few simple ques- 
tions about the recent election and how he thought it 
would affect business. Twice he dismissed us and started 
to walk away. But I followed him and asked another ques- 
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tion that I knew he would answer if only to maintain his 
attitude of dignified courtesy. 

I finally rang a bell when I began describing the labora- 
tory research and development work done by our principal 
suppliers. In spite of himself his eyes lighted up, he gave 
us his full attention and then began to ask questions him- 
self. 

Presently it developed that, for some time after World 
War I, he had been an electrical research engineer. But he 
resented the low pay, and decided to make some of the 
money others were making through selling the things he 
developed. 

After that it was only a matter of time and patience. 
Most of that afternoon we sat in his office gradually show- 
ing him that making money from the articles science pro- 
duced was also a science in itself, and that success in it 
called for as much research and skill as developing the ma- 
chines themselves. It was a new idea, but once he became 
convinced he became enthusiastic and cooperated in every 
way. 

In contrast to Marcus, his business systems were excel- 
lent, but he was at his wit’s end to know why he could not 
succeed with a beautiful store in the center of a favorable 
market. It took considerable tact to point out that his 
marketing sense was nil. But we proved it in one way 

Allan Burke, wandering around the stockroom in the 
rear, came upon cartons and boxes and shelves filled with 
expensive sales promotional material sent him by nearly 
every well-known manufacturer in the country. And a lot 
of it was ours 

ow I understood the gag about the semi-annual rota- 
tion of fans and heaters made by the man in the window 
when we first came into the store 

Why he had never used this material was a long story, 
but when we lefr it was with the promise to return next 
day with a detailed program of promotional effort that 
would start sales moving 

{Ed. Note: If Marcus and Simpson were your accounts, 


what would you to solve their proble Burke 


and the author worked out a few solutions that were satis 
factory to both parties. See they dovetail witl urs, 
Their plans for both Marcus and Simpson a 

} 

You were all right in there,” Burke said unexpectedly 
as we drove back to the hotel, “and I hope you keep your 
health. I've got some contractors all lined up for you to 
No Sir, 


knowing Algy, I just wouldn't have believed it possible 


call on tomorrow He shook his head slowly 

He's a tough nut to crack,” I admitted, “but now I hope 
what I said about the responsibility of a salesman to man 
age his own business is beginning to make sense 

Sure is” he replied, and thought a minute. “But, you 
know, in a way what you did this afternoon was nothing 
but pure selling. You found the one way to inspire Simp 
son to do the one thing that was best for him—that would 
solve his problem. You can call it managing my business, 
but T call it selling. And that’s for me 

I couldn't help grinning 

As I remember it, we were all hell-bent for getting 
orders this morning 

Orders!” he scoffed. “If we do this kind of selling for 
our customers the orders will come and keep on coming 
You know, when you get right down to it, the order is the 


least important thing! 
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George F. Hessler 
Is America overbuiit? 


Hank Coward 


Steel out of our ears 


Accent on the Future 


What's ahead for copper and building wire, 


for steel and for business in general was spot- 


lighted by speakers at annual meeting of the 
Lake Michigan Club at famed French Lick, Ind. 


HE two-day convention of the Lake 
Michigan Club, the 
distributor organization 
with national prominence, featured the 


midwestern 
electrical 


most talked-about subject in the indus- 
try today—the future. Over 300 dis- 
tributors, and 
packed the two morning sessions held 
in the French Lick 
Springs Hotel, French Lick, Ind. Here, 
in the order of appearance, is what was 


manufacturers guests 


ballroom of the 


discussed 
e Opening remarks on the distribu- 
tors place in the national economy and 
the electrical industry, his obligations 
present and future—to that industry, 
and his plans for the future were ex- 


pressed by Titus B. Schmid, chairman 


ot the 1952 meeting 
e “The Road Ahead,” a_business- 


man’s views on what is to be expected 
for business in the next ten years, was 
delivered by George F. Hessler, presi 
dent, National Association of Electrical 
Distributors 

e The 


and building wire as they affect the 


present situation on copper 


distributor today and in the months 
ahead was analyzed by Charles Porter, 
Anaconda Wire and Cable Co 

e The present steel situation with 
regard to allocations and mill schedules 
received most of the attention from 


Hank Coward, Republic Steel Co. A 


November, 


sound movie on the production and 
uses of EMT was also featured 

e Modern developments in indus- 
trial lighting and what can be expected 
in the future, especially with fluores- 
cent mercury lamps, was the subject of 
Eugene W 
neer of the Westinghouse Lamp Divi 


Beggs, commercial engi- 


sion 
e Essentials for Success — Titus 
Schmid’s stirring appeal for industry- 
wide cooperation and camaraderie en- 
compassed the need for trade associa- 
tions as effective instruments tor foster 
ing industry progress 

T ra 


said, 


Schmid 
part of 
Through the 


ASSOCIATIONS Mr 
are an essential 
American democracy 


trade association, the smallest as well 
as the largest members of industry may 
work together for their mutual good. 

Before warning his listeners on such 
things as profits, margins, the need for 
and the distributor's di 
(see box), Mr. Schmid congratulated 
the Lake Michigan Club for 


such as this 


growth 
a meeting 
so designed and so 
performed over these many years, 
dedicated solely to the purpose of creat 


ing better friendship among people 


associated daily in a_ kindred busi 
ness 
e Reason and Facts—Is America 


overbuilt? That's the question many 


1952—ELECTRICAL WHOLESALING 


Charles Porter 


No change in sight 


A. J. McGivern 


No charter, no due 


businessmen ponder when faced with 
the possibility of selling a tremendous 
Hes 


and comes 


output. In his speech, George I 


sler applies reason to fact 
up with these figures as an answer to 
this question 

Today, the American people have 
wealth and 


accumulated — sufficient 


enough experience to invest in 70 mil 
lion kw of energy annually; the forecast 
for 1961 is distribution of 0 million 
kw. Economists’ evaluations predict an 
industrial output of $260 billion a year 
by 19¢ 


the present 


an increase of $40 billion over 


They also forecast a reduction in the 
iverage work week from the present 
43.9 hours to 40 hours, an increase in 
output per man hour of roughly 
per cent, yet an increase in the entire 
work force of only 4 million. “In or 
der to attain that production estimate 
and increased output,’ Mr. Hessler re 
ports, we are going to have to rely 
heavily on electrical energy see story 
on 

Actually,’ Mr. Hessler goes on, “I 
think their estimates are conservative 
you have only to consider this. By 
L961, it ts anticipated we shall have 
increased our population to 175 
million. The $52 billion increase in 


d for 
that year is only slightly less than one- 


gross national product project 
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Lake Michigan Club's 
Titus B. Schmid => 
cautions distributing industry on: 


much greater population . . . I pre- 
dict that the number of distributors 
will double, at least, come the turn 
of the next century.” 
The Distributor’s Duties—“. . . 
(ten) principles for our industry 
that I feel I would like to follow and 
... would be well if we all adopted: 
e Cultivate the friendship of my 


Profits—". a warning that rea- 
sonable profit in American business 
(particularly at the distributor 
level) is being quietly strangled has 
been sounded by many of our na- 
tional leaders. It may be that while 
sales and margins are fairly stable, 
reasonable profit upon which the 
whole economy of free enterprise 


and incentive is based is not in evi- 
dence.” 


Margins—". distributors had 


better keep at least the margins 


proferred them by most manufac- 
turers and not attempt to see which 
of us can give away most of that 
margin. This is no idle statement 
we had better watch our step or 
there may be many casualties 
before this warning is heeded.” 
Need for Growth—". . 
in this progressive nation of ours 


. everybody 


will be using electricity for every 
service for personal and industrial 
use imaginable; so, obviously a great 
many more will have to provide the 
service and know-how to serve a 


sixth (approximating the rise in popu- 
Jation). Therefore, you can see it is a 
conservative estimare of expansion be- 
cause it does not take into considera- 
tion new needs and demands to be 
created by a higher living standard.” 

Following this forecast of healthy 
business conditions, Charles Porter 
painted a dim picture of what ts in 
store for the distributor with regard to 
copper and building wire 

There is no reason, he said, to antici- 
pate a reverse in the present copper 
situation. All indications are that cop- 
per, in his opinion, will be tight for 
the remainder of the fourth quarter. 

Mr. Porter repeated the stand taken 
by many in the industry that copper 
prices must 


bring about 


be corrected in order to 
a solution to this unreal- 
He said that domestic 
to 


istic Situation 


manufacturers continue operate 
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competitors and trust them thor- 
oughly. 

e Always keep in mind that ours 
is a service organization and that 
adequate and intelligent service is 
at all times available. 

e Maintain a balanced stock and 
follow (the manufacturers I repre- 
sent) suggested resales. 

e Do my part to raise the ethics 
of our industry to an even higher 
level. 

e Join all worthwhile trade as- 
sociations and serve my industry 
through those associations. 

e Assist all utilities, dealers and 
industrials in all worthwhile activi- 
ties, and encourage them to mer- 


under a handicap imposed by an in- 
equitable price scale fluctuating be- 
tween foreign and domestic copper 
producers 
e Steel Talk—A possibility that steel 
will become more plentiful (“maybe 
even coming out of your ears”) in the 
near future was expressed by Hank 
Coward in his talk before the club. But 
for the present, he said, mill schedules 
are still tight 

The only way for a distributor to as- 
sure himself of his rightful share of 
steel shipments is by anticipating de- 
mand in advance—from 30 to 90 days. 
In that manner, Mr. Coward added, he 
can get on the mill schedule as fast as 
possible, have his order in before the 
time comes when he'll actually find a 
need for it, and have delivery 30 to 90 
days later depending upon influencing 
factors. 


chandise products that are recog- 
nized as standard and of the best 
quality. 

e Only distribute standard mer- 
chandise of the highest quality. 

e Distribute electrical merchan- 
dise through recognized legitimate 
channels. 

e Do a better job of educating 
dealers, contractors and small indus- 
trials in the use of electrical equip- 
ment and supplies 

e (As electrical distributors we ) 
cannot afford for less 
than 5 per cent on direct shipments, 
nor less than 16 per cent out of 
stock. 


to operate 


Distributors, he said, should carefully 
analyze their steel problems now and 
predicate that present need on future 
a projection that may take 
them to the start of the first quarter 
next year. Only in that manner can they 
be assured of on-time delivery, just 


demands 


like the automotive industry is experi- 
encing today as a result of employing 
this look-to-the-future practice. 

A lecture and demonstration of the 
latest progress in the field of industrial 
lighting was shared by Andrew Nelson 
and Eugene W. Beggs, both of West- 
inghouse Electric Corp. The demon- 
stration included a resume of the vari- 
ot 
the industrial plant, with special em- 


ous sources illumination used in 
phasis on fluorescent mercury. 

Mr. Beggs revealed that “each of the 
new lamps gives off two and a half 


(Continued on page 123) 
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THE ROAD AHEAD 


Should we worry about where it will lead? No, says this 


businessman, because when worry creeps in reason goes 


out. By applying reason to fact, then, here is an evaluation 


of the greater opportunity which you face in the future 


HILE on my vacation late this 

summer, I had time to reflect 

considerably on the concern, 
right down to a state of worry, which 
was upsetting my contemporaries in 
business. What they had feared for a 
number of years was happening to 
them. The first few months of 1952 
were showing some sad results. 

There was a lot of anxious question- 
ing which added up to—was America 
overbuilt? Every supplier they knew 
had greatly increased his productive 
capacity. But who was going to take 
this output? Were we capable of sell- 
ing it? 

Then one day I dropped in to a 
quaint old New England inn where a 
quotation was displayed which seemed 
to hit right home. It read: “Remember, 
Today is the Tomorrow You Worried 
about Yesterday!” This truism gave me 
a great lift! 

It has always been my belief that 

every problem can be resolved by rea- 
son. But when worry creeps in, reason 
goes out and sometimes we get hurt. 
e Picture of Opportunity — Think- 
ing much on my friends’ broad con- 
cerns and applying reason to fact, it 
appealed to me that were I today to 
give you a businessman's view of what 
I envisioned for the future, I would 
paint you a picture of the greater op- 
portunity which the electrical industry 
faces on the road ahead. 

As we all know, Edison, Bell, Stein- 
metz and Morse gave the electrical in- 
dustry its send-off as short a time ago 
as the latter part of the last century. At 
the time their experiments became suc- 
cessful, only they and a handful of 


George F. Hessler 
President, NAED 
Vice President, Graybar Electric Co. 


others knew what electrical energy 
could do, much less realized its po- 
tential. 

Yet today the American people have 
accumulated sufficient wealth and 
enough experience with electricity to 
invest in 70 million kilowatts of energy 
annually, and the future is even bright- 
er. The forecast for 1961 is distribution 
of 150 million kilowatts. 

Think of it! An anticipated increase 
of more than 100 per cent in less than 
ten years. And we are still only on the 
threshold of the age of electronics. 

e Six Times Four — Electric power 
systems in America are adding to their 
distribution Systems at a rate four times 
greater than ten years ago, or approxi- 
mately $1 billion a year, according to 
Electrical World. You can multiply this 


ELECTRICAL WHOLESAL- 
ING is pleased to present 
here the complete text of an 
address delivered before the 
Lake Michigan Club at 
French Lick, Ind., and the 
Pacific Zone NAED meeting 
at Coronado by George F. 
Hessler, president of NAED 
and vice president of Gray- 
bar Electric Co. The com- 
plete text is presented in 
response to the large num- 
ber of requests received. 


The Editor 
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four, five or six times to envision the 
current market potential for electrical 
products to consume this output. 

Going a step further, to the unde- 
veloped, you can foresee all the better 
ways of life which will accrue to our 
rapidly growing population, bringing 
more opportunity to us in the electrical 
industry. 

Electricity has pointed the way in 
the past to comfort and progress. It has 
multiplied manpower, reduced physical 
labor, and permitted the rapid advance 
of mass production. Consider, then, 
what it will be called upon to do in 
the future and you will see that the 
more than 100 per cent increase in out- 
put of energy is truly a conservative 
estimate. 

e $260 Billion by '61—Economists’ 
evaluations, based on present condi- 
tions and available data, predict an in- 
dustrial output of $260 billion a year 
by 1961, an increase of $40 billion over 
the present. They forecast a reduction 
in the average work week from the 
43.9 hours to 40 hours, an in- 
hour of 
roughly 25 per cent, yet an increase in 
the entire work force of only 31 mil- 
lion. In order to attain that production 


present 


crease in output per man 


estimate and increased man hours out- 
put, therefore, we are going to have to 
rely heavily on electrical energy. 

The rate of industrial and business 
expansion today, even after the past 
few years of consistent growth, con- 
tinues unimpeded. In the period 1944 
to 1950, than 3 million new 
businesses sprung into being in re- 


more 


sponse to opportunities created by the 
country's expansion. The mortality rate 
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during those years was two million, 
leaving a very substantial amount of 
increase 

Today research and invention are 
opening entirely new vistas to unde- 
veloped, unexplored products which 
will be tomorrow's staples. Things are 
being discovered daily which add to 
man's comfort, well being and life 
span. And with these developments 
come the expansion of industry, the 
creation of newer and greater needs 
and desires, and the expansion of the 
potential market for these products 


sights and increases the opportunities 
for fulfillment. The laborer of today is 
better off by far than the Queen who 
ruled the mighty British Empire in the 
16th century. Elizabeth the First had 
very little of the conveniences of our 
contemporaries 

The struggle for better transporta- 
tion is an example. As short a ume ago 
as 1900, the most accepted mode of 
travel was “shank’s mare,” or if one 
were well off, a horse or a bicycle. To- 
day there are more than 40 million 
automobiles in use in a population of 


EDISON AND STEINMETZ, shown above, Bel! and Morse and a handful of others 


were the only men who knew what electrical energy could d 


ts great potentia million kw 


because of prolonged, more productive 
life 

@ Chemicals and the Man — The 
chemical industry is a classic example 
Its research in the fields of antibiotics 
tics has brought forth won- 


and synthe 


der drugs which extend life: vitamins 
and new methods of food preparations 
which make it healthier and more en 
fabrics which make it 


pl IStics 


joyable; wonder 


more comfortable which arc 


as durable as 


wondrous 


just 


cheaper than and 


metal; and many other 
things 
The chemical industry is certainly a 


And 


It is anticipated 


dynamic force in our economy 


what is the result 
grow four times faster than the rest of 
next decade. Its 19 

Betore 


live spent $1! 


industry in the 
expansion plans are indicative 
the year is our, it will 
billion in new plant and other equip 
ment 

As man his 


progresses, he raises 
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annually 


. much less realized 


now million kw in 1961 

150 million people, or to calculate it 
roughly, one car for every four persons 
e From Coffins to Jets—In aviation 
the advances are even more spectacular 


World 


War I which looked as if they were 


From the “flying coffins’ of 


pieced together with matches and 
pieces of string, we have come to the 
supersonic jet which is giving the in- 
dustry one of its greatest resurgences 

Atter an actual cutback of the indus- 
try following World War II, aviation 
expansion has reached the point where 
the aircraft industries may well become 
the nation’s largest employers, with 
working forces of three quarters of a 
million and a total annual payroll of 
two and a half billion dollars a year 

Of course, much of this is due to 
military expenditures but the commer- 
cial aviation industry is taking heart 
from aircrafe 


which hold promise of allowing them 


recent developments 


to offer safer, faster, and more eco- 
nomical service than ever before 


ELECTRICAL WHOLESALING—November, 


The expansion of industry is like 
the growth of a snowball rolling down- 
hill. Because industries are so inter- 
locking and so interdependent, the 
health of a few cannot help but be re- 
flected in the health of them all. There- 
fore, we see the great growth in trans- 
portation is pacing a growth in the oil 
industry, just as the tremendous sale of 
appliances paces the growth of con- 
sumption of electrical energy. Oil in- 
dustry outlays from the end of World 
War II to the end of this year will have 
added up to $20 billion 
e This Fall—a Boom? — And an 
electrical appliance industry which was 
thought to be on the wane ts reviving, 
with the saturation point on many ma- 
jor and minor items far from being 
reached. In fact, this fall, boom sales 
are anticipated for appliances, with the 
producer and distributor in the driver's 
seat, as demand is beginning once 
again to outstrip production. Major 
producers are again re-stafiing, plan- 
ning for increased output because that 
unpredictable person, the consumer, is 
dipping into his savings and creating 
record sales 

This brief run-down is indicative of 
what is happening in general in indus- 
try. You can go down the line of blue 
chip industrials and read the same 
story. 

Steel capacity is being increased. The 
food industry is growing. Textiles are 
springing back with a wide swing to 
the synthetic fibers, and so on. Expan- 
sion in the latter industry alone is start- 
ing a new reconstruction program in 
the South with plant capacity being in- 
creased at a rate of one million dollars 

All this increased industrial capacity 
must and will have an outlet because 
the people who are creating it have 
planned carefully for a fuller expand- 


ing economy. They are shooting for a 


$52 billion increase in the gross na- 


and I, for one, 


tional product by 19¢ 

believe they will attain 
e Still Conservative — Actually, I 
think their estimates are conservative, 
and if you want to know why, you have 
only to consider this. By 1961, it is 
anticipated we shall have increased our 
population by one-sixth—to 175 mil- 
lion. The huge $52 billion increase in 
gross national product projected for 
is only slightly more than 


that year 


one-sixth. Theretore, you can see it is 


a conservative estimate of expansion 
because it does not take into consider- 


ation new needs and new demands to 


1952 
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SOARING industrial output— $260 billion 


a year as compared with today’s $ 
billion e 


timated forecast tor 196] 


be created by a higher living standard. 


Carry this population analysis a lit- 
tle further and apply it to our own 
industry. The prognosis tells us that 
two million new family units will come 
into being by 1961. That means as 
many new homes requiring more ap- 
pliances, which will raise the utility 
load and, to complete the cycle, create 
more sales for electrical supplies. 

An additional factor will be the peo- 
ple on pension. Old people will account 
for a considerable portion of this pop- 
ulation increase and, because of modern 
pension programs, will be better able 
to maintain separate lodging, increas- 
ing the need for new housing. 

If this seems more than we can grasp 
at this stage, I think it is attributable to 
the fact that on the whole we are too 
severely a practical people. The scien- 
tists who guided the early path of alu- 
minum not so long ago, had to fight 
practically the entire board of directors 
them to their sights high 


ro get raise 


enough. Today it is predicted alumi- 
num will still be in short supply by 
1961, illustrating how difficult it is for 
even the wise and those supposedly in 
the know to realize that America is not 
overbuilt 

e Support It We Did—A while ago 
we were deeply concerned lest we not 
be able a defense and a 
civilian economy side by side—and we 
did! In fact pen 
dulum swung more in the direction of 


to support 
for a short time the 


a falling off in civilian demand than in 
the direction of a sopping up of avail- 
able civilian materials for 
needs 


defense 


True, for a while the situation was 
tight and, in some instances, still is 
But it never did seriously curtail our 
civilian economy and we are rapidly 
working out whatever necessary adjust- 
ments remain to be made 

The current TV bonanza is indica- 


tive of what can happen in a dynamic, 
constantly changing economy. Only a 
short time ago our warehouses were 
glutted with TV sets and it looked as 
though the market had reached its sat- 
uration point. Yet who could accurately 
forecast, for example, the television 
bonanza which hit Denver, where every 
available mortuary win 
dows, was being rented for display and 
demonstration? 

e Age of Development — On the 


basis of past experience, I believe I can 


Space, ¢ ten 


confidently state that we are in for an 
age of development and expansion be- 
yond our fondest expectations. We are 
gravitating towards a continued higher 
living standard for our people in an 
economy which will support adequately 
both defense and civilian production. 
I have several reasons for saying this 

e The climate of business today is 
one of cautious confidence, marked by 
bold planning. Fear and panic which 
have done more to Create economic 
lulls than have actual conditions, have 
been replaced by faith 

e The planning that business is do- 
ing today is not short range but long 
range, geared, as we have seen, to 
answer the demands of a growing and 
aggressive nation 

e Most important, I think business 
has learned its lessons from the past. It 
fully realizes that every boom is not 
prosperity nor is every bust a depres- 
sion. It anticipates leveling-off periods 


TRAINING OF THE YOUNG, engaging more of 


in the sciences, for leadership responsibilities i 


to opportunity Have we in electrical 
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and is beginning to look on them as 
time for regeneration, for a re cooling 
of ideas to fit the changes im our ¢€co- 
nomic order 

e Much progress has been made in 
the reduction of opposition to techno- 


ad- 


vances once regarded as schemes to re- 


logical developments Technical 
duce the working force are becoming 
more and more welcomed as the har- 
bingers of greater opportunities in 
more and better jobs—even by the 
unions! 

e Economic _ literacy has become 
more widespread, due in large measure 
to the educational efforts of industry. 
I'm certain that more people realize to 
day that labor, management, and capi- 
tal have interlocking interests and all 
leserve their place in our economic 
scheme 

e The individual is better off than 
been. His are 
greater despite excessive taxation His 


nore secure by 


he ever has savings 
future is being made 
industry's social consciousness in the 
form of pension plans, hospitalization 
programs, accident and sickness benes 
fits, and the like 

I have seen all these things come to 
pass through the medium of my own 
organization, the Electri¢ 
Company. We have ridden the crest of 


Graybar 


the prosperity wave and the depths of 
the depression. We have experienced 
tremendous expansion since 1940 to @ 
have increased oug 


point where we 
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A Merchandising Primer 


Part Ill 


By |. Herbert (Bud) Wilson 


President, Twining Sales Corp. 


Merchandising, as Mr. Wilson defines it in his book, "A Merchandising Primer," is 
marketing strategy to get the right product to the right place in the right quantity 
at the right price at the right time in the right light. Excerpts from this book 
presented in the October issue of ELECTRICAL WHOLESALING amplified the first 
half of this definition. Now, final excerpts to be presented spell out the meaning 
of the second half—the right price at the right time in the right light. "A 
Merchandising Primer" is being published this month by the McGraw-Hill Book Co. 


HAT price is the right price? The right price is that 

price at which the highest volume of net profit is 

realized by the seller, whether that profit results from 
a high volume of sales or a high unit profit. 

The marketer has four choices of price policy in aiming 
for a high volume of net profit: low price, high sales; 
high price, low sales; median price, medial sales; high 
price, high marketing pressure. Which of these four price 
policies is the right price policy for a specific product 
depends in turn on four considerations: (1) the potential 
number of unit sales per year, (2) the relative importance 
of price in the buying decision, (3) the amount of mar- 
keting pressure nec essary, ( 4 ) competition. 


The Right Time 


There are: 24 hours in the day, 7 days in the week, 4 
weeks in the month, 12 months in the year, 4 seasons, 
heaven knows how many holidays, almost 70 years of life 
expectancy, 24 or 52 pay days, rainy days and clear days, 
4 stages in the economic cycle, the trout season and the 
opera season, work time and vacation time, sowing time 
and harvest time, peace time and war time. And this is 
just the beginning if one were to compile a list of con- 
siderations regarding the time factor in marketing. 

The right time has two components. The first, a static 
component, is per se right time. Its objective is to avoid 
missing a sale. The second, a dynamic component, is right 
timing. Its objective is to create an additional sale. 

1. Right Time. The product must of course be pre- 
sented when the buyer normally buys in order to avoid 
missing a sale. Generally speaking, selling, advertising 
and sales promotional activity should be in time con- 
sonance with the product's classification as to when, how 
frequently and regularly the buyer customarily buys it. 
Naturally, there are exceptions such as when the product 
of some important news in connection with it is being 
introduced. 


2. Right Timing. Establishment of the right time to 
sell a product is a fairly fool-proof procedure resulting 
from analysis of when, with what frequency and regularity 
the buyer customarily buys it. Right timing to create addi- 
tional sales results from analysis of when, with what fre- 
quency and regularity the buyer would buy the product 
beyond his customary buying predilection. It calls for 
analysis plus merchandising ingenuity. 


The Right Light 


It has been said that the raw material of which a sale 
is made is the buyer’s mind. The marketer, then, has two 
jobs 

© He must take the raw material of nature and fabri- 
cate it into an integrated entity having form, color, texture 
and other physical attributes. 

© He must take the raw material of human nature and 
fabricate it into an integrated entity having buying 
purpose, buying direction, selective discretion and other 
mental attributes. 

To accomplish this latter job, he must make sure the 
product is presented to the buyer in the right light. The 
right light is a composite of (1) right appeal, (2) right 
name, trade-mark and other marks of individuality, (3) 
right package styling, (4) right display, (5) right asso- 
ciations, (6) right marketing pressure, (7) right coordi- 
nation of active marketing functions. 

The appeal on which a product is to be presented to the 
buyer is one of the most important single factors in 
marketing. It is the very link that joins comprehensive 
product planning with the prospect of a sale. Ideally, the 
basic appeal is determined before production begins so 
that it can be accommodated in product planning. 

1. Right Appeal. How is the right appeal found? 
Usually it is not found, nor created. It evolves from 
investigation of: 

@ Why buyers buy—that is, why buyers and/or poten- 
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THE RIGHT TIME 
HAS TWO COMPONENTS... 


The first, a static component, is 
per se right time. Its objective 
is to avoid missing a sale. 


The second, a dynamic compo- 
nent, is right timing. Its objective 
is to create an additional sale. 


tial buyers buy or do not buy the generic product, our 
product, competitive products, substitute products. 

© What we have to sell—that is, what our product has 
or could be made to have to attract the buyer. 

© What competition sells—that is, what competitive 
and/or substitute products offer the buyer. 

To find out why buyers buy or do not buy calls for 
leg-work, observation and questioning of buyers at the 
point of sale, point of use or in some cases through panel 
or clinical study. To properly understand the findings in 
order to transform them into purposeful appeals requires 
an understanding of certain sections of the merchandising 
cloak rack (ELECTRICAL WHOLESALING, September 1952, 
page 109). Because, although buyers buy or do not buy 
for seemingly conscious reasons, these conscious reasons 
are often motivated by unconscious or only partially con- 
scious urges. 

What we have to sell may be discovered in the labora- 
tory, in the plant or in the field. It may be naturally 
present in the product. It may have to be built into the 
product. It may be contained in a word or an idea. 

What competition sells is, of course, an important factor 
in determination of the right appeal. For instance, just 
how does our product stack up against competitive 
products? Shall we search for an appeal that competition 
is not using? Shall we try to out-shout competition on the 
appeal it is using? Competitive considerations also enter 
into the policy decision on whether to stress one appeal 
or more than one. 

In general, unless one particular appeal stands way 
above others in buyer attraction, thereby dictating a one- 
appeal policy, one appeal is more apt to be effective than 
two appeals and two appeals are more apt to be effective 
than three. When a product is competing for the market, 
stress one appeal. When a product “has the market,” cover 
all consequential appeals. 

Dramatizing the appeal is a function of sales promo- 
tion, selling or advertising, not merchandising. The deci- 
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THREE FACTORS DETERMINE 
THE RIGHT MARKETING PRESSURE 
TO BE EXPENDED... 


The Job To Be Done 


Competitive Marketing Pressure 


The Degree of 
Marketing Resistance 


sion to feature ease of steering in advertising and selling, 
for example, was a merchandising decision. Merchandising 
selects the right appeal. Advertising, selling and sales pro- 
motion present it to the buyer. 

2. Right Name, Trade Mark and Other Marks of 
Individuality. Good merchandising constantly endeavors 
to change a product from a commodity to a specialty, a 
specialty to more of a specialty. The instant a product is 
given a name it has begun its trek upward on the road 
from commodity to specialty. 

“What's in a name” for a product? Plenty. Just imagine 
a land with no brand names. And remember, that means 
stores, too, because retail service is a product. In a land of 
nameless products, there would be little material progress 
because there would be: 

© No guide for the buyer to identify for re-purchase 
the product that gave satisfaction 

® No incentive to make a product consistently as good 
or better 

No advertising 

© No mass production. 

© No mass distribution. 

© No modern American standard of living 

3. Right Package Styling. The utilitarian aspects of 
packaging were covered under the right product. Now 
under the right light we are concerned with the package 
as a selling implement. For a good package is more than 
a container. It is a silent salesman. The package has one 
singular advantage over any other selling instrument. It is 
always at the point of sale! And it can do three important 
selling jobs: 

e It can remind the buyer to buy what he saw adver- 
tised, 

© It can remind the buyer to buy again the product 
that gave satisfaction. 

© It can make a new sale. 

4. The Right Display. A national marketer starts an 


idea on its way to the buyer via national advertising, 
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drives it Closer to home via local advertising and makes 
the final critical impact at the point of sale. National 
advertising makes the impression. Local advertising solidi- 
fies the impression. Point-of-sale activity recalls the im- 
pression and makes the sale 

The strength of the impact at the point of sale depends 
largely on display. And the display must score effectively 
on four counts to “show off” the product in the right 
light 

e The product and its corollary material must be 
visible. Not just in sight, but in effective sight. In store 
windows and in the right spots in store interiors 

e The display must be dramatic to attract attention 
and build interest. “Dramatic” displays are not necessarily 
bizarre or “noisy” displays. They are displays that stop 
people 

e The display must invite close inspection to con- 
vince. It should—unless there are such reasons as sanitary 
precaution against it—encourage the buyer to pick up 
the product. A good example is the street floor feature 
table in a department store. 

e The display must spur buying action through point- 
of-sale material that “asks for the order,” through strategic 
devices such as related item displays or through a com- 
bination of strategy with a direct bid to “buy now 

5. Right Associations. A product may in itself have 
the right appeal, the right name, trade-mark and other 
marks of individuality, the right package styling, the 
right display, and it still may be in an unfavorable light 
due to negative associations. Products, like people, gain 
or suffer from the company they keep. To the buyer, 
a product's associations are the maker, the seller, the 
people who use or endorse it, the products in whose 
company it is sold and the devices by which it is sold. 

6. Right Marketing Pressure. We have defined mer- 
chandising as marketing strategy to get the right product 
to the right place in the right quantity at the right price 
it the right time in the right light. Now we have arrived 
under right light to a phase of the tactical side of mer 
chandising that might be called merchandising economics, 
the quantitative science of the production, distribution 
and consumption of sales power 


What is the right amount of marketing pressure to 


make sure the light in which the product appears will be 


seen by the buyer? How much sales power does it take to 
ring the cash register? How many sales calls will move 
this automobile? Three factors determine the answers to 
questions of this type: the job to be done, the degree 
of marketing resistance, competitive marketing pressure 

Ihe job to be done is the first consideration in deter- 
mining the right marketing pressure to be expended. All 
marketing jobs are either pioneering programs to expand 
sales or supporting programs to maintain sales 

In general, when the job is one of pioneering to 
introduce a new product, a new use for the product, a new 
idea, to “break” a new territory or simply to shoot for 
an increased share of the market, it takes more marketing 
pressure than when the objective is to maintain sales 
at the level of the marketer's previous share of the 
market through a supporting program 

Many marketers of days gone by set their annual mar- 
keting appropriations by looking at last year's sales record 
and the cost sheet, generally on the basis of a percentage 
of the sales dollar. The modern marketer more generally 
looks at the market first. He sets up a forecast of industry 


sales for the coming year and an estimate of that share of 
industry sales which is to be his objective. Then he esti- 
mates how much marketing pressure will be required to 
achieve this objective. No matter in what terms he calcu- 
lates this required marketing pressure, he finally transposes 
it into dollars to make sure it will be economically right 
on the operating statement 

The marketer of yesterday looked at cost first. The mod- 
ern marketer looks at the marker first and cost last. The 
former was concerned with maintaining a stable marketing 
cost which, as a matter of fact, often “caught” him in a 
receding market. The latter is more concerned with mar- 
keting productivity, often expending more marketing 
pressure for higher sales and lower unit marketing cost 
In a word, the marketer of yesterday looked back. The 
modern marketer looks ahead 

The degree of marketing resistance is a second consider- 
ation in determining the right marketing pressure to be 
expended. For example, a marketer who sets out to change 
a custom or habit generally has before him more of an 
uphill climb than the marketer who sets out to effect a 
change of brand. It normally takes more marketing pres- 
sure to sell an airplane than to sell an automobile, to sell a 
liquid dentifrice than to sell a tooth paste. And a buyer 
generally can be induced to change brands on hosiery more 
readily than on laundry service which involves telling a 
commissioned route salesman he has lost an account. 

Different markets present different degrees of resistance, 
too. An allocation of marketing pressure sufficient to ac- 
complish the marketer's objective in one territory, for ex- 
ample, might be inadequate for the steeper uphill climb 
in a less responsive territory. 

There also is resistance based on the degree of buyer 
lethargy. Products and marketing appeals fall in categories 
of high natural interest or low natural interest. In general, 
the lower the natural interest in a product or marketing 
appeal the higher is the marketing pressure required to 
win a customer, the lower is the marketing pressure re- 
quired to hold a customer. The closer a product approaches 
the status of a specialty, the higher it goes in natural buyer 
interest 

Competitive marketing pressure is the third main con- 
sideration in determining the right marketing pressure to 
be expended. Right marketing pressure involves questions 
of selectivity as well as total force. 

7. Right Coordination of Active Marketing Func- 
tions. The active marketing functions are advertising, sell- 
ing and sales promotion. Advertising approaches buyers 
collectively. Selling approaches buyers individually. Sales 
promotion sharpens both approaches. Each of these active 
marketing functions employs a host of devices 

Right coordination of active marketing functions means 
both quantitative coordination and qualitative coordina- 
tion, coordination of pressure and coordination of purpose. 
An important element in an effective marketing operation 
is the proper balance of pressure between advertising, 
selling and sales promotion, and between the subsidiary 
devices employed in each of these three functions. And of 
course, advertising, selling and sales promotion must work 
together thematically—concentrating on the same idea in 
the same way from point of origin to point of sale. 


"A Merchandising Primer'' is copyrighted by the Mc- 
Graw-Hill Book Co. 
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It is known that 


manufacturers. 


agent Is 


important factor in 


a lot of industries—particularly the electrical industry—but out- 
side of that his economic significance has hardly been defined. 
This article* partially explains his meaning as a marketing institution. 


HE manufacturers’ agent is a spe- 

cialized marketing institution. Oper- 

ating as a functional middleman, this 
agent accounts for approximately two 
per cent of all sales made by (all 
wholesale establishments. Although thx 
manufacturers’ agent has long existed in 
the wholesaling structure, there has 
been relatively little literature devoted 
primarily to his operations. The nature 
of the agent's operations and his func 
tions are briefly described in most ele 
mentary and advanced marketing texts, 
but there has been little penetrating 
analysis of his operations 
e What Is He?—Currently used defi- 
nitions of the various agency whole- 
saling intermediaries make it difficult 
to readily distinguish particular types 
of operation. This difficulty is perhaps 
the inevitable result of the variation 
in Operations of individual firms as 


*It is comprised of excerpts from "The Manu- 
facturers’ Agent as a Marketing Institution,’ 
@ monograph released last month by the 
Bureau of the Census, U. S. Dept. of Com- 
merce. This book presents the results of a 
comprehensive and penetrating study of 
the manufacturers’ agent (in 15 major trade 
groups) as a marketing institution, and is 
the first publication of its scope 


November, 


By Thomas A. Staudt 


School of Business 


Indiana University 


well as the complicated nature of this 
segment of the wholesaling structure 
A definition which readily isolates th 
manufacturers’ agents from salesmen 
brokers and selling agents may be im 
possible to develop. The following det 
nition is set forth, however, in th: 
belief that it incorporates certain im 
provements 

The manufacturers’ agent is an in 
dependent establishment engaged in 
selling in a limited exclusive territory 
on a continuous contractual arrange- 
men: a part of the output of two or 
more client manufaciurers whose prod 
related but non-competing 


Such agents do not take ttle to the 


ucts are 
goods in which they deal; are paid on « 
commission basis; and have little if any 
control over prices, terms and other 
conditions of sale to be offered buyers 
e Electrical Group Big—The electri- 
cal trade group (electrical appliances 
and specialties, wiring supplies, and 
apparatus) is third in importance as 
a major kind of business for manu- 
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facturers agen:s. These electrical agents 
operated 12.3 per cent of all estab 
lishments, produced 14.0 per cent of 
the sales volume, met 14.1 per cent 
of the yearly pay roll and provided 13.9 
per cent of the employment among all 
agents in 1948. Agents specializing in 
electrical and 
plies were the soce nd most important 
detailed kind of 
the point of view of number of estab 
lishments and volume of trade. These 
agen’s numbered 823 and transacted 
$418,338,000 of business in 1948, or 
99 per cent of total agent sales 

The three major trade groups (ma 
chinery, equipment, and supplies; dry 
and electrical 


apparatus wiring sup 


business both from 


goods and apparel; 
goods) accounted for approximately 
one-half (48.0 per cent) of agent trade, 
while operating a slightly higher pro 
portion of establishments (51.0 per 
cent), providing one-half (49.2. per 
cent) of the paid employment and sup 
plying one-half (50.7 per cent) of the 
yearly pay roll 

e The Helping Hand — Promotion 
programs are normally an integral part 
of agent activities when goods even- 
tually pass through wholesalers 
These promotion programs 
signed to make the 


are de 
distributor or 


id his isc! 
Ho aid his ers? 
‘at are h vantages? 
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The Manufacturers’ Agent (cont.) 


THE ORDER OF IMPORTANCE 


Sales of manufacturers’ agent trade groups as a per cent of sales of all 
manufacturers’ agents 


Percent 


Machinery, equipment, 
supplies 


Dry goods, apparel 


Electrical goods 


Hardware, plumbing, 
heating 


Automotive 


Metals, metalwork 
(except scrap) 


Furniture, home 
furnishings 


Drugs, chemicals, 
allied products 


Groceries, confectionery, 
meats 


Lumber, construction 
moterials 


Amusement, sporting 
goods 


Paper and its products 


Jewelry 


Manufacturers’ agents, 
NEC 


| 


United States Total (1948) 
4,209,234,000=I00% 


| 


Source. Bureau of Census 


wholesaler a more aggressive and ef- 
fective merchandiser of the agent's line 
The following are some of the activ- 
ities carried on by agents in their. . . 
promotion programs: 

e The agent's task is not complete 
once he has sold his line to the dis- 
tributor. . . . The agent's welfare and 
profits depend upon his . . . distribu- 
tor customer's ability to resell merchan- 
dise; therefore, it is to the agent's ad- 
vantage to make every effort to enhance 
the market efficiency of the distributor 
organization. One important aspect of 
this job often is to instruct . . . jobber 
salesmen in the detailed attributes of 
the product and the effective means to 
sell the product. Merely to provide job- 
ber salesman with catalogs may not be 
adequate because the jobber sales force 
must be capable of conducting a better 
sales demonstration than catalog de- 
scriptions make possible. To accom- 
plish the desired result, one agent was 
found to conduct annual sales meetings 
with jobber’s outside salesmen. At these 
sessions, the agent explains the product 
line in detail and demonstrates proper 
techniques to be used in selling mer- 
chandise. . . . When a large volume of 
trade is conducted over the counter, 
counter salesmen also should have ade- 
quate product knowledge and training. 

e The manufacturers’ agent fre- 
quently gives . . . advice on merchan- 
dise. Potential sales volume in a mar- 
ket, desirable inventories, better co- 
ordination with manufacturer advertis- 
ing, suggested prices and price policies 
are typical areas in which the whole- 
saler may work closely with the agent. 

e The manufacturers’ agent may 
provide his own missionary salesmen 
to call on dealers who buy from his 
jobber or wholesaler customers. In such 
cases, these salesmen are selected and 
directed by the agent. . .. Agents using 
missionary salesmen reported that such 
sales assistance had been enthusiastical- 
ly received by jobbers and wholesalers. 

e The agent benefits when his 
wholesalers have balanced and com- 
plete inventories. Overstocking the 
wholesaler is undesirable, and should 
be avoided whenever possible so as to 
preclude unnecessary investment in 
goods as well as to minimize risks of 
price fluctuation, damage, deteriora- 
tion and obsolescence. The agent may 
contribute to balanced and complete 
wholesaler stocks by assisting with in- 
ventory controls. If regular inventory 
cards are not maintained by the whole- 
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saler, agents frequently take a physical 
inventory of the stock (agent's own 
lines) upon each call. Sometimes the 
agent is able to obtain a fill-in order to 
round out a balanced stock of mer- 
chandise. The salesman assists the job- 
ber in avoiding overstocks by keeping 
the jobber current on product changes 
and probable price changes. Im addition, 
agents sometimes help the wholesaler 
move his stock by calling on dealer 
accounts with the jobber and attempt- 
ing to move overstocks. Such a service 
to customers is ‘particularly useful in 
periods of softening prices. 

e The manufacturers’ agent fre- 
quently gives his wholesale distributors 
regular promotional assistance and 
sometimes provides for cooperative ad- 
vertising programs. 

e Friendship Important — Agency 
selling is a very personalized method 
of selling. Frequently, the manufactur- 
ers’ agent relies on close personal re- 
lationships with customers to build 
sales, rather than on mass marketing 
techniques. After an agent has become 
well-established in a given territory and 
becomes well-known among the vari- 
ous buyers, such techniques as so-called 
“canned” sales talks, scientifically tested 
sales sentences and methods, formalized 
sales demonstrations, advertising and 
impersonal promotions apparently are 
not widely used. The agent's sales ef- 
forts may be almost entirely surrounded 
by close personal relationships with 
customers. 

e Commissions — Rates of commis- 
sions received by agents vary consider- 
ably with the nature of the products, 
the market, the individual firm and the 
nature of the selling activities. The 
more functions and activities carried 
on by the agent and the more the sale is 
surrounded by difficulties, the greater 
the rate of compensation. Reflecting 
this observation, commissions received 
by manufacturers’ agents in 1948 rang- 
ed from less than 2 per cent to more 
than 20 per cent of sales. 

e His Competitors—The major com- 
petition of the manufacturers’ agent, as 
observed from the case materials, is 
limited to a few types of operation. As 
a marketing institution, the agent faces 
his greatest competition from manufac- 
turers who choose to use their own 
sales force, decentralized perhaps by 
means of sales branches or offices. 

The manufacturers’ agent seldom di- 
rectly competes with merchant whole- 
salers. The marketing task assigned by 
the manufacturer to wholesalers ap- 
pears to be supplemental to the initial 


consideration of whether or not to use 
company salesmen. When the whole- 
saler is included in the channel of dis- 
tribution, the issue is seldom raised as 
to whether the manufacturer should 
distribute through agents er wholesal- 
ers; the more common question is 
whether the manufacturer should sell 
to the wholesaler by means of his own 
sales force or employ agent representa- 
tion. 

e His Advantages—The nature of the 
agent operation provides special advan- 
tages in competition with manufac- 
turers own salesmeri. Some of these 
advantages are inherent in agent opera- 
tion; others may relate to, or depend 
upon, the capabilities of the individual 
agent. The capability factor suggests 
that competitive superiority depends 
upon the ability of the manufacturer 
to obtain high caliber representatives. 
This same limitation, however, appears 
when the manufacturer uses his own 
salesmen. The advantages of selling by 
means of representatives include the 
following: 

e When an agent sales force is 
used, the manufacturer can maintain 
comparatively rigid control of selling 
costs. Certainly, personal selling ex- 
penses as a per cent of sales are rigid. 
Other sales costs, such as advertising, 
research and related expenditure can be 
controlled in dollar amounts; but their 
ratio to sales depends on the volume of 
trade. The major selling cost, in the 
distribution program, however, centers 
around the cultivation of trade by 
means of personal selling. When sal- 
aried salesmen are used, costs of solicit- 
ing and selling to customers vary with 
the volume of trade. When an agent 
sales force is used, this cost automat- 
ically stabilizes, inasmuch as the com- 
pensation rate is absolute. Selling ex- 
pense as a per cent of sales can thus be 
predetermined regardless of volume of 
trade. Control of costs may be of par- 
ticular importance to the manufacturer 
of small size or one whose sales are 
characteristically vulnerable to seasonal 
or cyclical fluctuations. As sales decline 
in periods of restricted business activ- 
ity, Commission Compensation automat- 
ically curtails dollar costs. Moreover, 
the ability to predetermine selling costs 
with some exactness is desirable to 
manufacturers. Better planning and 
control of the marketing program is 
thus facilitated. 

e When an agent sales force is used, 
direct selling costs may be minimized 
by the manufacturer until sales have 
been made. This factor is particularly 
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advantageous to the new, small, or 
weakly financed manufacturer. Were 
such a manufacturer to use his own 
sales force, a substantial investment 
would be necessary prior to obtaining 
any volume of trade. Expenditures for 
recruiting, selecting, training and main- 
taining salesmen would be necessary in 
advance of any income obtained from 
sales. For the type of manufacturer 
noted, these expenditures may be im- 
possible. The avoidance of such ad- 
vance expenses may be the dominant 
consideration in making the decision to 
sell through manufacturers’ agents. 
When this advantage is considered in 
conjunction with the ability to prede- 
termine sales costs, an agent sales force 
has some inherent advantages over 
company salesmen. 

e The use of an agent sales force 
may provide marked sales economies. 
Sales economies are most pronounced 
when the manufacturer produces a 
narrow line or sells in a market of lim- 
ited sales potential. Revenue received 
from a limited volume of trade, as a 
result of such conditions, may not off- 
set the cost of sustaining a company 
sales force. When the manufacturers’ 
agent is used, however, the selling ex- 
pense is not borne by any one manu- 
facturer; rather, costs are spread among 
several producers. Agents can thus 
provide the manufacturer with a low 
sales-expense ratio by virtue of their 
ability to spread costs over the mer- 
chandise of several producers 

e An agent sales force may provide 
more intensive coverage of the terri- 
tory than manufacturer's salesmen. To 
obtain sufficient volume to offset the 
cost of the salesmen, the territory may 
need to be large, implying extensive 
sales coverage. Under these circumstan 
ces company salesmen tend to “skim the 
cream” of the market by calling on 
only those accounts that can provide 
sizable sales. From. necessity, the smaller 
and less profitable accounts tend to 
be overlooked or avoided by the manu- 
facturer's salesmen. On the other hand, 
the manufacturers’ agent may be able 
to obtain a profitable volume from a 
more restricted territory because of his 
multiple lines. An adequate all-prod- 
uct volume from an individual account 
may justify regular customer calls on 
all sizes of customers. More intensive 
coverage of the territory may thus re- 
sult from an agent sales force 

e The manufacturer who uses an 
agent sales force minimizes the prob- 
lem of recruiting, selecting and train- 
ing salesmen. Irrespective of economy, 
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The Manufacturers’ Agent (cont.) 


management problems incident to 
maintaining a sales force are in a large 
measure shifted from the manufacturer 
to a more specialized marketing institu- 
tion. Although the sales administration 
burden cannot be eliminated, the mag- 
nitude of the problem is substantially 
reduced. Once representation has been 
established in the various territories, 
the marketing program can be carried 
out with a minimum of management 
control. Responsibility for maintaining 
offices, employing capable personnel, 
keeping records, routing salesmen and 
meeting pay rolls is substantially cur- 
tailed. Such a shift of administrative 
responsibility may be most desirable 
for the manufacturer who lacks mar- 
keting experience or possesses a lim- 
ited staff. By using agents, the manu- 
facturer has the benefit of numerous 
sales offices” maintained throughout 
the territories by his representatives. 
This advantage is inherent in the use 
of manufacturers’ agents 


e The manufacturer can sometimes 
acquire more capable and experienced 
sales representation from agents than 
would be possible with his own sales 
force. The client may be able to obtain 
vents having long years of experience 
in a given trade and possessing a com- 
prehensive knowledge of the market 
for a particular line. The manufacturer 
may have difficulty in recruiting this 
for his own sales 


type of salesmen 


force 

e Aggressive selling is not an in- 
herent competitive advantage of the 
manufacturers’ agent, nor is it impos- 
sible to obtain aggressive selling from 
other channels of distribution. Obvi- 
ously the degree of aggressiveness de- 
pends upon the individual agent. The 
point to be made, however, is that the 
agents remuneration is entirely de- 
pendent upon the productivity of his 
own efforts because of the inherent na- 
ture of Commission Compensation. This 
advantage is primarily contrasted to 
salaried salesmen. A 
commission plan can be used for manu- 
but such an ar- 
rangement does not eliminate the need 
to carry the 
attendant administrative burden. The 
aggressive selling promoted by com- 
mission compensation can be obtained 
limitations by 


manutacturers’ 


facturers’ salesmen, 


tO maintain offices and 


without facing these 


using agents. 


e Sales may be forthcoming almost 
immediately when the manufacturers 


igents are appointed. By electing to 
sell through representatives, a manu- 
facturer taps experienced and estab- 
lished sales organizations with a defi- 
nite clientele of relatively permanent 
customers. Were the manufacturer to 
organize his own sales force, a substan- 
tial lapse of time might pass between 
the initiation of action and the re- 
ceiving of any significant volume of 
orders. Management that is impatient 
for sal-s results may thus find an agent 
sales force attractive. 

e Closely related to immediate mar- 

ket entry is the opportunity for rapid 
nation-wide distribution. One manu- 
facturer, for example, obtained national 
market coverage by means of an agent- 
type sales force in five weeks. Several 
years may thus be saved in attaining 
complete market coverage by the manu- 
facturer who elects to distribute 
through agents rather than his own 
salesmen. 
e Advantages to Buyer—An agent 
sales force may offer certain superior- 
ities over manufacturers’ salesmen from 
the buyer's point of view. Agents con- 
tend that buyers find it preferable to 
deal with them rather than company 
salesmen for a number of reasons: 

« Better service may be obtained 
from the agent because of the smaller 
territory covered by the agent and the 
resultant frequent customer calls. 

e The agent may have more interest 
in serving the individual customer's 
needs because of his multiplicity of 
lines. In other words, the agent has a 
greater stake in the individual customer 
because he is likely to obtain a larger 
volume of business from the given 
buyer than a salesman who has only 
one producer's line. 

e In some cases, buyer's time is con- 
served by the agent. Rather than deal 
with a salesman from each individual 
manufacturer, the customer can obtain 
several lines of products by dealing 
with only one agent. To the extent a 
sales representative can conserve buy- 
er's time, he contributes to the welfare 
of his customer. 

e The fact that the agent can ob- 
tain a larger volume of business from 
4 given customer justifies the supplying 
of more extensive Customer service. 

e Advice from agents is likely to be 
less biased. Instances were found in the 
study where agents recommended that 
given distributors handle only a part 
of their multiple lines since some prod- 
ucts did not fit the distributors’ market 

Thus the competitive advantages of 
the manufacturers’ agent over 4 manu 


tacturers own sales force are many 
and varied. Some of the features of 
competitive superiority are inherent in 
the use of an agent sales force. Others 
depend upon the qualities and capabil- 
ities of the individual agent selected 
Some are more important only to par- 
ticular manufacturers, yet all are of 
importance when the manufacturers 
agent as a marketing institution is 
analyzed and his proper place in the 
distributive system evaluated 

e His Disadvantages — From the 
manufacturers’ point of view, an agent 
sales force involves some limitations 
Some of these disadvantages are as fol- 
lows: 

e Although the suggestion has been 
made that the use of an agent sales 
force may be less expensive than a 
company sales force, the comparative 
econoniy of the two types of sales rep- 
resentation depends upon the volume 
of business that can be obtained from 
a given trading area. Manufacturers 
with a wide line of established prod- 
ucts which are in an advanced stage of 
sales development may find the cost of 
manufacturers’ agents excessive. After 
a given volume of trade has been at- 
tained, manufacturers’ salaried sales- 
men may be employed at less cost as 
a per cent of sales. Particularly in times 
of strong markets, company salesmen 
appear more economical in expense per 
dollar of sales. 

e ‘he manufacturer does not have 
the same control over an agent sales 
force that he has over his own sales- 
men. The manufacturer can control 
the major policies and procedures of 
the agent but has trouble in controlling 
the agent's detailed activities. This lack 
of control is an inherent limitation. 
The agent is in business for himself, 
and thus is responsible for guiding the 
daily operations of his establishment. 
As a result, the client manufacturer 
cannot route salesmen or control sales 
demonstrations, the length of the work 
day and work week, the frequency of 
salesmen''s calls, the amount of services 
rendered, the selection of subagents and 
similar mutters. 

e The mianufacturer who uses an 
agent sales force obtains only a portion 
of the agent's time. Obviously, each 
client must share the selling efforts of 
the agent with other manufacturers. 
This limitation may prohibit maxi- 
mum coverage of a given territory 
and the continuous promotion of the 
one line. One sales manager believed 
that his company received no more 
than 15 minutes active selling time per 
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day from each agent. This company, in 
the process of transition from agents 
to its own salesmen, felt that the 
amount of time devoted to selling the 
company’s product in each territory 
would be quadrupled merely by re- 
placing agents with company salesmen. 
Certainly, the amourr of creative sell- 
ing time could be increased. The manu- 
facturer, in addition, cannot always 
control the number ot lines his agents 
carry. If the manufacturer is interested 
in increasing the amount of selling ef- 
fort on his company’s product, then 
salesmen can better provide this result. 
© Opportunities to obtain maximum 
market potential may be jeopardized 
partly as a result of multiple lines, the 
manufacturer may be unable to obtain 
maximum sales from a given territory. 
In addition, the manufacturer runs the 
risk that the agent will deliberately 
1efrain from securing maximum sales 
volume due to a fear that the manu- 
fucturer will replace the agent with a 
slesman when a certair, volume of 
business has been attaine|. Proper se- 
lection of agents, complete understand- 
ing and explicitly stated objectives may 
minimize the likelihood of such a pos- 
sibility. Yet, this risk must be faced 
when agent representation is used. 

e Should the agent choose to dis- 
continue his relationship with the prin- 
cipal, the manufactyzer may find that 
the agent is able to shift a substantial 
volume of the trade to the products of 
anether manufacturer. While this may 
not always be a significant factor, the 
ma+wufacturer is unlikely to retain the 
same volume of trade immediately after 
the loss of a competent agent. Such 
an :ssue is less significant with sales- 
met because they must, of necessity, 
primarily promote their company and 
its products. Sales volume gained by 
the inanufacturers’ agent, however, may 
have been inspired more by personal 
pres’ ige and acceptance than by product 
accey tance 

e The manufacturer normally de- 
sires to be as closely associated with 
buyers as possible. A sound marketing 
plan begins with a consumer or user 
and is based upon his needs and de- 
sires. When a manufacturer uses an 
agent sales force, he removes himself 
one nore step from his customer. More 
difficiilty is then experienced in closely 
observing market conditions, buying 
habits and customer needs or prefer- 
ences. 

Thus, the manufacturer faces limita- 
tions in the use of an agent sales force 
as weil as receiving special benefits 
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The Statistical Story 

HOW MANY: 

Number of Firms 823 
With Stocks 113 
Without Stocks 710 

HOW MUCH: 

Total Sales $418,338,000 
With Stocks $ 49,824,000 
Without Stocks $368,514,000 

HOW BIG: 

Firms with sales of $2,000,000 and over 33 

Firms with sales of $1,000,000-$1,999,000 76 

Firms with sales of $500,000-$999,000 139 

Firms with sales of $300 000-$499,000 157 

Firms with sales of $200,000-$299,000 116 

Firms with sales of $100,00-$199,000 165 

Firms with sales of $50,000-$99,000 73 

Firms with sales of under $50,000 64 

HOW ORGANIZED: 

Individual Proprietorships 557 

Partnerships 141 

Corporations 125 
* For manufacturers’ agents of electrical apparatus and wiring supplies. These 

figures are based on the 1948 Census of Business. 


Proper utilization of agents, then, de- 
pends upon the individual situation and 
conditions, and requires a balancing of 
the various factors involved. 

e His Future — The manufacturers 
agent's place in wholesale trade seems 
assured for the future. True, the manu- 
facturers’ agent will experience change, 
as will all marketing institutions. 

A revolution in agent trade, however, 
is unlikely, although evolution has and 
will continue to take place. Certain 
short-run factors could significantly af- 
fect the agents’ position. For example, 
manufacturers’ agents may be subject 
to some discrimination in the awarding 
of government contracts. 

In addition, a change in the Social 
Security Laws, requiring pay roll tax 
deductions for manufacturers’ agents, 
may bring many such agents under 
employee status. However, the more 
basic and fundamental economic forces 
point to a position of permanence for 
the agent. The manufacturers’ agent 
scems relatively secure as long as the 
economy is made up of a significant 
number of small manufacturers with 
limited lines, large manufacturers with 
unrelated lines, markets of limited sales 
potential in aggregate and for individ- 
ual products, widely scattered buyers, 


geographic areas of dispersed and thin 
markeis, regions located at a distance 
from production facilities, new manu 
facturing enterprises, producers of sea 
sonal products, and markets of cyclical 
variation. 

The manufacturers’ agent, as a mar 
keting institution, has procection in 
the business cycle. In periods of pros- 
perity, the agent benefits from the great 
increase in new manufacturing estab 
lishments; in depressions, very few pro 
ducers are inclined to substitute sales 
men in place of an agent sales force 
The agent, perhaps, is strongest in an 
economic environment promotive of 
many new businesses. His position is 
perhaps less secure in a climate of sta 
biliry with a few firms dominating 
most kinds of industry. The American 
economy, fortunately for the agent, 1s 
characterized by vitality and growth 

For these reasons, then, the manu 
facturers’ agent as a marketing institu 
tion is not jeopardized. The agent may 
be reaching a state of maturity, bur 


certainly his elimination from the 
wholesaling structure is unlikely. In 
fact, the outlook is quite hopeful. The 
role of the manufacturers’ agent in the 
marketing system appears to be secure 


now and for the foreseeable furure 
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TYPICAL TRUMBULL LVD FLEX-A-POWER installation in a large lactory. 


Modern power distribution made 


more convenient, more economical! 


Electrical distributors and contractors have long There is no delivery problem with aluminum LY D. 
taken advantage of the benefits of Trumbull LVD Write for complete information. 
FLEX-A-POWER. FLEX-A-POWER’s economy of instal- 
lation, efficient performance and complete flexibility 
have aided in cutting plant overhead costs throughout 
the nation. 

Now. Trumbull Electric offers LV D (Low Voltage 
Drop) FLEX-A-POWER with aluminum busbars — a 
major contribution to the busway field. 


LV D now has the outstanding additional advantage 
of being 25 to 35° lighter in weight—making LVD 
FLEX-A-POWER easier to handle and cheaper to install. 
All joints are silver plated for positive contact and 


longer life. In many cases there is less voltage drop, ONE OF MANY APPLICATIONS OF ALUMINUM LVD FLEX- 
which contributes to operating efficiency. A-POWER is as a feeder from transformer to switchboard. 


The modern Trumbull LVD FLEX-A-POWER is available with current ratings of from 600 to 3000 amps. in 
2, 3 or 4 pole construction, 4000 amps in 2 and 3 pole construction. and is suitable for 600 volt service. 


Trumbull Assures LASTING FLEXIBILITY in Power Distribution 


TRUMBULL(T) ELE CTRIC 


DEPARTMENT OF GENERAL ELECTRIC COMPANY 
PLAINVILLE, CONN. 
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IN SHOW ROOMS 


Oetober oth Cart Mate 
tith 


Merde 


Corben repre 


October Marshall Cheraee 


+. 27th repre Manew ante 


Monday, November Row D nung Daniel W oud 


“Find the Best Way” — to use these products 
NORTHLAND ELECTRIC SUPPLY COMPANY 


MASALE ELECTRICAL OISTRIMTTOR 


Come in 


THE PLAYBI 


statements. 


THE AUDIENCE 


showroom on a “Product Theatre’’ day 


has been junked at Northland Elec- 

tric Supply Co., of Minneapolis. In 
its place, this distributing firm has in- 
stituted its own “Product Theatre’— 
an informal affair with a single manu- 
facturer’s representative on hand from 
9 am. to 5 p.m. to present his prod- 
uct’s sales story to company personnel 
and customers. 

These all day — cafeteria style — 
meetings are held every Monday in 
Northland’s showrooms. Salesmen and 
customers can drop in at any time on 
that day and learn all there is to know 
about a product. What's more, they 


Te formal product sales meeting 


NORTHLAND PRODUCT THEATRE 
Manufacturers’ Display, 9:00 a. m. to 5:00 p. m. 


Mpls Honey «cll Regulator Co 
ting Co. Ine 
Momng Co 


ead Co 


NORTHLAND PRODUCT THEATRE 


Manufacturers Display 94M. SPM 


OUR SHOW ROOM 


SEPT Al ALEMING MALKSTOMEMEC (0 
DAY SEPT. SACK STRUM VOLCO COMPIWY 
MONDAY, SEPT LALPY & D 
MONDAY. SEPT a WC WARREN AN G/L AUG 
Find the Best vse these products 


Northland’s customers 
nouncement like this with their monthly 
It tells them what's playing. 


receive an an- 


THE BILLBOA 


Customers who come in to pick up 


supplies are reminded of coming attrac - 


tions by a placard hanging over the counter 


Contractors congregate around Allen- 
Bradley's display set up in Northland’s 


can get personalized attention from 
the manufacturer's representative; 
something that’s almost impossible at 
a big general meeting. 

Contractors and dealers are alerted 
to the coming series of product theater 
meetings by an announcement mailed 
to them with their monthly statements. 
Another reminder is a big billboard— 
listing the coming attractions—that 
hangs over Northland’s sales counter. 
Word-of-mouth by Northland salesmen 
also spreads the news. 

The product theater is the idea of 
Jack M. Vilett, Northland vice presi- 
dent and general manager. It came into 
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Northland's 
New Kind of 
Sales Meeting 


The "Product Theatre" is a Minneapolis 
distributor's answer to the problem of 
getting across sales and product infor- 


mation to his salesmen and customers 


being because he felt that the formal 
type of product sales meeting was no 
longer doing a real educational job. 
Television was cutting customer at- 
tendance at night meetings. And when 
meetings were held during the day, it 
seemed that salesmen invariably were 
being called away to the phone when 
the manufacturer's man was covering 
his most important points 
Northland’s salesmen, customers and 
supplier representatives are sold on 
the idea. As a result, the product the- 
ater, which opened in May, is already 
booked through February and looks 


like a continuous run 
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ACCURATE 
FRICTION TAPES 


Quality mode of highest 
grade rubber and finest cotton 
bose. Affords maximum me- 
chonical protection. Available 
in Standerd and A.S.T.M.- 
A.A.R. Specification grades. 


ioe 
Meds ACCURATE 
th RUBBER TAPES 


iene 


wat a 


Offers high elasticity, excel- 
lent cohesion, high dielectric 
strength and super aging 
quolities; made in both Stand- 
ord and A.S.T.M.-A.A,R. 
grodes. 


ACCURATE 


TAPE TIPS: PLASTIC TAPE 
FOR WHOLESALERS 


Sell more rubber tape by pointing out 
Accurate’s ability to cohere perfectly with- 
out heat or extra pressure. Remember more 
tape sales mean more store traffic — greater 
profits from all your electrical lines! icalty ond offers high dielec- 
tric strength. Recommended 
it for use wherever plastic tope 
is practical. 


MORE THAN A QUARTER CENTURY OF TAPE SPECIALIZATION. 
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lester E. Barrett 


MERICA’S industrial history has 
proved it a fallacy to believe that 
“if you build a better mouse trap 

bea: a path to your 


the world will 


docr manutacturer 
builds 
realizes that 1 
wait for someone to “beat a path to 
his door 

The manufacturer's objective is to 
make a product thar he can get into 


Nowadays, the 
beiter mouse trap” but 
must be sold ra her than 


the 


the hands of a consumer or user as 
economically and quickly as possible 
For this product, he expects a fair and 
reasonable profit. In deciding how you 
can best accomplish this, namely, get- 
ting your quality product distributed to 
the people who can utilize it, you may 
have decided to use my services as a 
distributor. 

My company and many more like it 
have invested capital to set up an or- 
ganization that can handle the distri- 
bution of your products more efficient- 
ly and more economically than any 
other means. We make it possible for 
you to obtain that fair and equitable 
profit necessary for your existence 
e We Used to Be Jobbers—Let me 
go back a few years and look at the 
electrical distributor and let us look at 
you, the producers. We were a differ- 
ent breed than we are today. The 
“jobbers, as we were called then, were 
a pretty narrow-minded bunch. We 
looked on ourselves as your Customers 
and we conducted our business with 
you on just that basis 
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A Distributor 
Speaks To 

Manufacturers: 
Salesmen 


By Lester E. Barrett 


President 


Barrett Electrical Supply Co. 


You accepted this atti.ude of ours 
and treated us accordingly. You pam- 
pered us when you felt the occasion 
demanded it, but in your heart you 
hated our very gu:s—and I might add, 
“justly so.” We were a part of your 
market and you “sold” the jobber when 
you could get your product distributed 
that way. When you couldn't you sold 
direct to the ultimate consumers and 
so it went through good times and bad 
The jobber was a preity overbearing 
individual when you met him at con- 
ventions or at a business meeting. You 
treated him like Macy's star jewelry 
customer and he acted the part 

Fortunately times changed and both 
you, the manufacturer, and the jobber 
began to grow in their attitude toward 
their business problems. You began to 
recognize that you had to get that fair 
profit and in order to do it you had to 
utilize to the utmost this guy who con- 
sidered himself a customer, but who in 
fact actually played a vital part in 
getting your product to the real custo- 
mer. He, the jobber, gradually became 
more realistic in his function in the 
economic order. His behavior patttern 
improved! 

e Assuming Responsibility—He be- 
gan co realize that the manufacturer 
didn't “owe” him certain business. 
He began to analyze his position 
and he found that his responsibility 
consisted of many functions. He 
learned that he had to be a distributor 
—something quite different from that 


St. Louis, Mo. 


fellow, the jobber. He began to realize 
that his position was economically 
sound. He realized thar if he performed 
certain functions, he solved the manu 
facturers’ problem. Not only that, but 
he learned that he could solve your 
problem in a way that you couldn't 
economically do yourself 


What did he 


analyzed his position? He found it was 


discover when he 
his business to 

1. Warehouse the product of the 
manufacturer at the place it was 
needed 

2. Sell the product of the manutac 
turer, providing technical information; 


utilize the aid oftered in the field by the 


manufacturer's field engineer repre 
sentatives. 
3. Extend credit and finance the 


product sold on a reasonable and sound 
basis. 

He recognized these facts and upon 
reflection realized that the only reason 
he was in business was because he 
could perform these functions more 
economically than anyone else. He rec 
ognized that this was the very reason 
for his survival in a competitive busi 
ness world. 

Many of you adopted the policy of 
distributing the products you manufac 
ture through the electrical distributor 
I'm sure you did so because you 
believed it to be the most economical 
way to get the “stuff” you make to the 
ultimate consumer. You expect the 
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America’s most complete Quality Lighting Line 


nodule CUSTOM-FITTING LIGHTING 


The revolutionary lighting system for commercial interiors 
Forms unlimited patterns—delivers 20% MORE LIGHT— 
installs quickly and economically —offers enduring beauty. 
Four basic ‘‘building blocks of light’ CUSTOM-FIT any 
commercial interior at no more than the cost of 

ordinary fixtures. For full details, ask for 

Catalogs No. 360 and No. 370. 


DYNALITE 
Job-rated Lighting for Industry 


You'll find it easy to specify for any industrial application 
when you choose from the complete line of 82 DYNALITE 
units. Available in all lengths and lamp types, with choice of 
reftectors and shielding. There's o DYNALITE that's 
PRODUCTION.RIGHT for every job. Full details in 

Catalog No. 438. 


easy to specify, easy to sell from 
MITCHELL'S “tell-all” Catalogs covering 


in 


COMMERCIAL FLUORESCENT LIGHTING 


MITCHELL offers 70 superb Commercial Luminaires to 
meet the requirements of every conceivable installation: 
stores, offices, schools, institutions. You can specify 
MITCHELL Luminaires with confidence—they're 

tops for quality, time-saving installation, 

low-cost maintenance and lighting efficiency. 

Ask for Catalog No. 433. 


uni-flow 
Fluorescent Recessed Lighting 


Here's the latest and finest achievement in recessed lighting: 

6 different troffer lengths (shallow or deep); 12 types 

of shielding; 7 types of lamps; choice of reftectors—PLUS 

exclusive ONE-MAN installation feature that cuts 

installing time by 50%! The complete facts are in 

be Catalog No. 605. 

MITCHELL MANUFACTURING COMPANY. 

2525 W. Clybowrn Ave., Chicago 14, Illinois } 

tn Conade: Mitchell Mi. Co., Ltd. } 

14 Waterman Ave., Toronte 


ADDRESS 
DEPT. 1-4 
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ARE APPROVED AS 
CONCRETETIGHT 


It is only natural that Briegel 
Fittings are the most widely used 
E. beaches connectors and couplings. 


GALVA, * 


Cross Section 
Showing 
indentations 


by 
The M. B. Austin Co., Northbrook, fil. ; Clayton Merk & Co., Evanston, Cliften Conduit Co., Jersey City, N. J.; General Electric Co., 


Bridgeport, Conn.; The Stesiduct Co., Chie; Pittsburg Stenderd Conduit Co, Pittsburgh, Penn; Wegner Melleoble 
Products Co., Decatur, 3. R. Richards Co., Cornegie, Penn.; Kondy Mfg. Co., Lid., Preston, Ont. 
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When setting E.M.T. in concrete » 
you can make each job easier and 
\y\ All Steel Indenter Fittings that 
93 


(ALUMINUM ) 


BARE and WEATHE 


GENERAL CABLE’S 20 YEARS OF RESEARCH 
AND EXPERIENCE WITH ALUMINUM WIRE 
AND CABLE means... 


The General Cable line of ALECTRAL aluminum wires and cables has earned 
definite acceptance among engineers everywhere. Of special interest to the 
electrical industry is ALECTRAL-ACSR. As a bare conductor, it is most useful for 
transmission and rural distribution lines. With weatherproof covering, ALECTRAL- 
ACSR is also extremely advantageous for secondary circuits; particularly for 
spans where other conductors tend to sag excessively. 


ALECTRAL-ACSR is but one of the many types of aluminum wires and cables pro- 

p=——dyced by General Cable. For a description of the complete line and technical 

data, write for the new, informative booklet titled, “ALECTRAL Alumnium Wires 
_and Cables.” 


CABLE 


420 LEXINGTON AVE. NEWYORK 17 © SALES OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES 
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 ALECTRAL-“ACSR TYPICAL STRANDINGS 
CONSTRUCTION 


high strength, galvanized steel wire or strand. 


WEATHERPROOF COVERINGS 
a low gravity, pigmented, light end heat 
p hy! pound hoving high dielectric properties and 
fo moi: and weather. 


“O.K."—URC & “PEERLESS” URC — Asphalt-saturated, fibrous cover- 
ings in both double and triple-braid weights or Peerless construction. 


“TIP-TOP” (Neoprene)—Tough, durable, weather-resistant, vulcanized 
d. Mini tensile sheath strength of 1600 psi. 
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TANNERY PACKAGING 


FOR EACH OF US TO GET MORE STEEL...AND PRODUCTS MADE OF STEEL... 
WE'VE GOT TO PROVIDE MORE SCRAP TO MAKE THE STEEL. 


Half the melting stock used in the 
steel mill or iron foundry consists of 
iron and steel scrap. In normal times, 
enough scrap is produced by the mills, 
foundries, railroads, fabricators and 
scrap dealers to fill the need. 

But now the mills have stepped up 
— to meet the greatly increased 
military and civilian demands for steel. 
And that increased capacity has out- 
stepped the supply of scrap. 

That is why we are calling on plants 
in both metal-working and NON- 
METAL-WORKING industries to pro- 
vide the needed scrap NOW. 


You have the heavy scrap 
needed to make more steel 
Enough obsolete machinery, equip- 


ment and parts are being carried as 
useless inventory to give a big push to 


the production of steel. Surveys have 
proved this. 

The trick is to get that old steel into 
the hands of the steel producers. 

We're putting that job up to you. 

To help maintain steel production... 
provide more steel for the equipment 
you want... turn in your idle iron 
and steel to your local scrap dealer. 


What you can do to help 
maintain steel production 


1. Appoint one top official in your plant 
to take full responsibility for surveying 
the plant and getting out the scrap. 


2. Consult with your local Scrap Mo- 
bilization Committee about its program 
to help out in the scrap crisis. For 
chairman’s name, check with your 
Chamber of Commerce, or the nearest 


This advertisement is a contribution, in the national in‘erest, by 


office of the National Production Au- 
thority, Department of Commerce. 


3. Call in your local scrap dealer to 
help you work out a practical scrapping 
program. Non-ferrous scrap is needed, 
too. 


4. Write for free booklet, ‘Top Man- 
agement: Your Program For Emer- 
gency Scrap Recovery”, addressing Ad- 
vertising Council, 25 W. 45 St., Siow 
York 19, N. Y. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


8330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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YOU KNOW 


WHERE TO BUY 
? 


STEPDOWN 
TRANSFORMERS 


Designed to permit operation 
of standard 110/120 volt, 
50/60 cycle electrical equip- 
ment from a 200/240 volt 
circuit. Sizes from 85 watts 
to 2000 watts. 


AN ACME ELECTRIC STOCK PRODUCT 


VOLTAGE REGULATING 
TRANSFORMERS 


For manual regulation of 
a high or low voltage 
condition to the normal 
voltage required by the 
electrically operated 
equipment. 150 watts to 
10 KVA. 


BELL RINGING, CHIME AND 
SIGNALING 


Heavy duty, bell ringing transformers. 5 
watts, 10 volts secondary, supplied with 
mounting feet or universal mounting, outlet 
box plate. 115 or 230 volt primary. Chime 
transformers of heavy-duty construction 
rated 7% VA, 16 volts secondary, 115 or 
230 volts primary. Standard mounting feet 
or universal mounting, outlet box plate. 
Signaling transformers for bells, gongs, 
sirens, annunciators or reloys where a sec- 
ondary output of 4, 8, 12, 16, 20 or 24 
volts are required. Sizes from 50 VA to 
750 VA. 


AN ACME ELECTRIC STOCK PRODUCT 


SIGN LIGHTING 
TRANSFORMERS 


For signs or other applications 
requiring a secondary of 12/24 
volts. Primary 120°240 volts 
single phase, 60 cycles. Avail- 
able in ratings from V4 KVA 
to 5 KVA. 


AN ACME ELECTRIC STOCK PRODUCT 


CONTROL 
TRANSFORMERS 


Built in a voriety of designs 
that meet U.L. requirements 
in ratings from 25 VA to 
250 VA. 115, 230, 460 volts 
primary; 6, 24, 115 volts 
secondary. 


AN ACME ELECTRIC STOCK PRODUCT 


MANUAL VOLTAGE 
REGULATORS 


A laboratory type 
instrument of infinite 
voltage control over 
a@ range from 0-135 
volts. Available in 
portable and switch- 
board mounting types. 


AN ACME ELECTRIC STOCK PRODUCT 


INSULATION 
BREAKDOWN 
TESTERS 


For checking for grounds, 
shorts or testing insula- 
tion in accordance with 
U. L. requirements. Con- 
nects to 120 volt primary. 
Secondary voltage manu- 
ally pre-set at 500, 1000, 
1250, 1500, 1750, 2000 
or 2500 volts. Supplied 
with high voltage, rub- 
ber covered cable and 
test prongs. 


AN ACME ELECTRIC STOCK PRODUCT 


ME 


ACME ELECTRIC CORPORATION 
6711 WATER ST. CUBA, N. Y. 
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TV HISTORY. RCA television testing truck, touring Port- 
land, Ore., measured the first TV signals transmitted by 
first commercial UHF station, KPTV. Initial survey showed 
the station was radiating a sharp. steady signal 


TWIN TIME. Miniature laundry twins representing an award of 
washer and dryer is presented by Dick Alexander, Moock 
Electric Supply, to parents of twins. Twins were among first 
300 twin births in Westinghouse blessed event day celebration 


THE WINNAH! B. Tonquest, LaSalle Electric Sup- 
ply Co., takes possession of coveted Lake Michigan 
Club golf trophy. Making presentation are A. | 
McGivern and !oe Simons, |r, golf co-chairman 


RETURN TRIP. Mr. and Mrs. Arthur |. Appleton stop 
by at Customs in New York harbor before the last leg 
of their return trip from Europe to Chicago. Mr 
Appleton is the president of the Appleton Electric Co 
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WORLD'S LARCEST. Actual photo shows cross sec- 


tion of world largest cable ever 
overhead transmission line It is 2! 
has 108 aluminum wire er core 


fabricated for 
in diameter, 
wires 


4 


BIG NOISE. “World's largest clock radio" is tuned in by 
Gesco’s G. B. Colesworthy as Ed Mattlin and T. A. McDonald 
listen. Model of G.E. clock radio was on display at Jordan Marsh 
Co., Boston, during two-week Television-Radio Progress Show 


BURIED IN BOOKS. Thirteen-month-old Judy Allen toks lost between these stachs 
of books she'll have to read from kindergarten through high school. Judy's father 


along with other G.E 
many books have low visibility 
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school 


lighting specialists, conducted survey and found that 
characteristics, cam be corrected by improved lighting 
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Sales anc 


We're pushing the new Westinghouse Sales and Reference Kit for 
Eleetrical Contractors through Electrical Construction and Main- 
tenance in October, November, and December. 


The more you help push this kit, the more it will help your electrical 
contractors, and your own sales of equipment including Westing- 
house Lamps. 


specifica~ 
ta and $F 
1 section of wig est, the best 


about the new 


ocal Westing- 
below. 
Office oF mail the coupon 


amp- 


Soles 
14, New Westinghovt® 
copies of (81-5010) 
without 
(82.7510 
Kin wi 
\ and Reterenc® 


you CAN BE SURE...1F ITS 


estinghouse 
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2 \ 715 with famous Westinghouse Lighting Handbook. 1 
n This book alone sells for $2.00! 
1 Without Handbook, kit costs $1.59- 
Here's the pook you've needed, wanted for 4 has section 
jong time- it helps you gel}. It helps you figure tions, information 
\ installations. it helps you keep UP with the types of lighting: 
latest lightin’ developmen’ And for $2.75, it includes the famous W esting: 
The new Westinghouse house Lighting Handbook admitted by every- 
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NEWS OF THE INDUSTRY 


Promotion Is IAEL Conference Theme 


@ Many cooperative sales activities are examined at the 


17th annual electrical league conference 


e@ R. B. Hubbard, of Rocky Mountain Electrical League, is 


elected association president 


SS — Practically all 

phases of promotion in the elec- 
trical industry that can be undertaken 
cooperatively were covered at the 17th 
Annual Conference of the International 
Association of Electrical Leagues, which 
was held here October 1-4 at the Hotel 
Radisson. 

Managers of 30 leagues from all sec- 
tions of the United States, including 2 
from Canada, attended. Among others 
present were representatives from all 
branches of the electrical industry. 

At the opening session, the conferees 
heard Carl T. Bremicker, vice president 
in charge of sales, Northern States 
Power Co., describe the elements that 
go to make up an aggressive selling 
program or campaign as follows: 

e “The objective must be clearly 
understood by all branches of the in- 
dustry to insure broad industry support 

e “It must be properly timed to 
take advantage of seasonal conditions 
and of projected national promotions 
and the merchandising programs of 
national manufacturers. 

e “It must have a broad participa- 
tion base. Everybody—dealers, distribu- 
tors, manufacturers, contractors and 
utilities—must get into the act. 

e “It must be financed on a coopera- 
tive basis with each branch of the in- 
dustry contributing a proportionate, 

fair share. 

e “The results must be summarized 
and evaluated to maintain a continuing 
support for coordinated industry pro- 
motions.” 

e A/W and Appraisal — Adequate 
wiring as a factor in property appraisal 
and valuation was discussed by Ernest 
Moffett, chief appraiser, Minnesota 
Federal Savings & Loan Assn. He said 
“Adequate wiring in every house that 
is built will bring better real estate and 
mortgage loan values, and I am sure 
that all appraisers and mortgage loan 
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companies will do everything they can 
to bring this about.” 

But Mr. Moffett qualified this state- 
ment by saying that he doubted if 
many appraisers know what constitutes 
adequate wiring in a home. “He prob- 
ably would notice whether the house 
was wired with BX cable or knob and 
tube wiring, and might check up to 
see that there were duplex outlets in 
each room, but he probably would not 
know how to count the number of out- 
lets or know how many there should be 
if he did count them.” Educational 
articles (“not too technical”) prepared 
for appraisers’ magazines would help, 
Mr. Moffett suggested 
e The Gift Campaign—The NEMA 
electric housewares industry gift cam- 
paign was reviewed and previewed for 
the conferees by John A. Sullivan, divi- 
sional vice president, home appliance 
marketing, General Mills, Inc. He 
quoted from a letter by John A. Mor- 
rison, managing director of the Elec- 
trical Association of Philadelphia, 
which said in part: “The full effect of 


having the distributor participate in 
this group (local campaign organizers ) 
is best felt in the planning. The distrib- 
utor can tell best what plan will go 
over with his salesman, who is the key 


to the successful conclusion of the 
program .. . 

Mr. Sullivan recommended the fol- 
lowing four point program as a basic 
outline for league participation 

e Call a meeting no later than De- 
cember of housewares representatives 
of distributors, manufacturers and elec- 
tric company to formulate a strong 
local program 

e Develop a prospectus for dealers. 
This might be the industry plan book 
and kit, supplemented by local contest 
information. 

e Arrange a contest among disttib- 
utor salesmen as well as dealers 

e Plan advertising to tie in with the 
national electric housewares gift cam- 
paign. 

Henry E. Halladay, member of the 
law firm of Dorsey, Colman, Barker, 
Scott and Barber, spoke on the legal 
aspects of electrical league operations. 
Other speakers and their subjects in- 
cluded: Carl Zersen, director, Chicago 
Lighting Institute, “Electric League 
Programs To Promote Better Light- 
ing”; George Spurbeck, commer¢ial 
sales manager, Minnesota Power & 
Light Co., “School Lighting Sales Dem- 
onstration”; Albert Coumont, service 
coordinator, Radio-Television Maiu- 
facturers Assn., “Television Servicing 

Problems Municipal Licensing 


and 


NEW OFFICERS of the 


International 
elected at that organization's recent 17th annual conference 
E. J. McGinnis, of Cincinnati Electrical Association, secretary 
of Electric League of Indianapolis, vice president; R. B. Hubbard 
Mountain Electrical League, president; and H. E. Cook, Electrical Association 
of Detroit, treasurer 


Association of Electrical Leagues 
are (|. tor.) 

A. L. Maillard 

of Rocky 
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FOR CORNER PULL-IN ELBOWS, 3-PIECE CONDUIT COUPLINGS, 
PIPE STRAPS —CLAMP BACKS —NEST BACKS 


GEDNE 


GEDNEY FITTINGS have just the features 
your customers are looking for. GRDNEY'’S 
are accurately machined and threaded . . . 
smooth finished . . . individually inspected to 
ensure the quality that brings faster installa 


tion and lower costs. Besides that. they. are 
made of malleable iron which abolishes break- 
age losses. Feature Gedney Fittings and you'll 
really cash in. They're best for jobbers’ sales 
.. because they're the contractors’ best buy! 


TYPICAL OF THE COMPLETE GEDNEY LINE ARE: 


Corner Pull-in Elbows in 42", 4" and 1” sizes. 
Ideal for space-saving, machine wiring, easy 
wire pulling. Cadmium plated. 


3-Piece Conduit Couplings in a large range of 
sizes from 2" to 6. Cadmium plated. 


One-Hole Pipe Straps, Clamp Backs, and the 
handy new Gedney Nest Backs. These supple- 
mentary spacers nest firmly behind the Clamp 
Backs — use as many as you need to hold pipe 
at desired distance from wall. Hot dip galva- 
nized to prevent corrosion. 


GEDNEY 


ELECTRIC COMPANY 


RKO BLDG. + RADIO CITY « NEW YORK 20 
Foundry, Factory and Shipping Point: Terryville, Conn. 


GEDNEY FITTINGS FIT 
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Legislation.” The keynote address was 
delivered by IAEL Presideng John G 
Waddell, managing director of the 
Electric Institute of Boston 

e Byers Speaks—Alfred Byers, execu 
tive secretary, National Association of 


Electrical Distributors; J. T. Coats 
worth, commercial direc.or, Edison 
Electric Institute; G. B. Roscoe, direc 


tor of public relations, National Elec- 
trical Contractors Assn.; and A. W 
Bernsohn, managing director, National 
Appliance & Radio-TV Dealers Assn.., 
outlined the programs of their associa 
tions with a view to showing how to 
attain greater Coordination on industry 
objectives and promotions 

There was also a sales promotion 
forum in which the participants were 
John W. Mock, business consultant, 
Chicago; Miss Willie Mae Rogers, di- 
rector of home Admiral 
Corp.; and Miss Evelyn Determan, co- 


economics, 


ordinator of retailing and selling, Gen 
eral College, University of Minnesota 
Miss Frances Armin, director, educa- 
tion and promotion, National Ade- 
quate Wiring Bureau, previewed the 
proposed A/W program for 1953 
e New Officers—R. B. Hubbard, of 
Denver, was elected president for the 
coming year of the International Asso- 
ciation of Electrical Leagues. Other 
newly-elected officers are: A. L. Mail- 
lard, of Indianapolis, vice president: 
E. J. McGinnis, of Cincinnati, secre- 
tary; and H. E. Cook, of Detroit, treas- 
urer. Mr. Cook elected a 
member of the board 

The balance of the board of nine 
members was completed by the election 
of the following men: W. J. Masters, 
of Newark, Division I; S. E. Strunk, of 
Cleveland, Division Il; D. E. Rosen- 
thal, of Omaha, Division IH; R. L 
Halverson, of Salt Lake City, Division 
IV; J. F. Mowat, of Toronto, Division 
V. The immediate past president, J. G. 
Waddell, of Boston, will serve as an 
advisory member of the board. O. ¢ 
Small, manager of the Business De- 
velopment Department of NEMA, was 
re-appointed corresponding secretary 


was also 


Fight On Fair Trade 
Heads for New Court Test 


WASHINGTON, D. C. — Fair 
Trade is headed for another court test 
—this time on constitutional grounds. 

Eli Lilly & Co., a Louisiana drug 
manufacturing concern, brought in- 
junctive action in a federal district 
court in an effort to stop Schwegmann 


November, 
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Brothers Supermarkets from selling its 
drug products below Fair Trade prices 
It is believed that once machinery is set 
in motion, the case will be carried to 
the Supreme Court. Schwegmann, who 
has built a booming business on his 
Fair Trade, openly 
courted the action by the Lilly Com 
pany, in an effort to test the McGuire 
Act. 


anpo toon to 


Schweygmann bases his hopes for 
victory on the fact that the court will 
have to rule on the constitucionality of 
a law that binds a merchant to a con- 
tract to which he is not a party. When 
the Supreme Court invalidated Fair 
Trade in 1951, the issue was whether 
the Miller-Tydings amendment was 
actually binding on non-signers. The 
amendment exempted Fair Trade con- 


Wholesaler Named Woman of Year 


MRS. LYDIA DOBBINS— (left), president of United States Electric Co 
Springfield, Ill., receives award as city’s outstanding career woman of year 


INCE her husband's death in 1939, 

Mrs. Lydia Dobbins has been presi- 
dent of United States Electric Com- 
pany, electrical wholesaling firm of 
Springfield, Ill. 

Because of her unusual qualifications, 
the Springfield Business and Profes- 
sional Woman's Club selected her top- 
most among 48 nominees as the out- 
standing career woman of the year. 
Mrs. Dobbins is a life-long resident of 
Springfield and the mother of two sons, 
one now living and in the U. S. Navy 
at Jacksonville, Fla. She is a graduate 
of Springfield High School and the 
University of Chicago, and both she 
and her late husband were teachers in 
the local public schools. 

When Ralph Dobbins, owner of the 
electric wholesale house, died, his wife 
bravely assumed direction of the com- 
pany. Since then the U. S. Electric Co. 
has grown into a thriving supplier, 
serving Springfield and a 150-mile 


radius. Formerly at 216 East Adaims 
Street, the company now takes in 216 
to 220 on the same street, having 9600 
sq. feet of floor space 

Mrs. Dobbins and 
formally presented an award at a din- 
ner held in honor at the Hotel 
Abraham Lincoln in Springfield, as part 
of the larger observance by the Busi 
ness and Professional Woman's Club of 
National Business Women's Week. She 
was nominated for the club's award by 
Mrs. June Wenzel, of Lake Springfield 

Despite her active participation in 
her business Mrs. Dobbins still finds 
time for many outside interests. A few 
of them are: member of the American 
Legion Auxiliary, League of Women 
Voters, Memorial Hospital Auxiliary, a 
sponsor of the Springfield Municipal 
Opera, and chairman of the division of 
family and child welfare of the Welfare 
Council of Springfield and the local 
garden club 


was honored 
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General Purpose one, two or 


three pole 


“growing demand. Ti shay 
momentary overloads is provided. by se 


Auxiliary Explosion-proof Housing 
one or two circuit breakers 


Dust Tight . . . one, two or three pole 


USE POWER 
HEINEMANN Circuit Breakers. 


and three- 
to 100 


Outdoor Service Equipment 
to 100 amperes 


Explosion-proof (Class |, Group D) 
. one, two or three pole 


Explosion-proof (Class |, Group D) 
one, two or three pole 


Safelet also available with pilot 
light and receptacle 


Temporary 
Service Unit 
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GI n usage 

4 ture change. HEINEMANN Circuit Breakers are unaffected by the 
summer heat or winter cold’. . . by adjacent heating pipes or 
need for de-rating also, in effect, increases your Power 
All these enclosure types are available for the growing busi- 
in the HEINEMANN Circuit Breaker line, 
for literature. HEINEMANN Co., 132 Plum 

don’t use heat... 
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tracts from anti-monopoly prosecution. 

After the Supreme Court's decision, 
manufacturers still were free to sign 
contracts with retailers, binding them 
to observe Fair Trade prices. But with 
the non-signer provisions out, effective 
policing was not possible. This time 
Schwegmann will make his case on 
constitutional grounds so that the court 
will have no other choice but to rule 
on its constitutionality 

Fair Traders had hoped to avoid a 
court test so soon after passage of the 
McGuire Act. They had also hoped to 
get Fair Trade laws in four holdout 
areas, Texas, Missouri, Vermont and 
the District of Columbia. Price con- 
trols have blocked price boosts on most 
items, but so far Fair Traders have en- 
joyed few fruits of their congressional 
victory. 


Launch Service Program 
On Electric Housewares 
CINCINNATI, OHIO— The Na- 


tional Appliance Service Association, 
Inc., has launched a program to make 
it easier for the public to get good serv- 
ice on electric housewares. 

At a meeting held in Denver, Charles 
S. Skiff, executive secretary, announced 
that the program will comprise such 
items as a more complete, association 
sponsored, parts and service manual 
The manual will show approximately 
70 manufacturers appliance parts and 
assemblies with factory list prices to 
make it simpler for the repairman to 
identify and order parts. 

The program includes an aptitude or 
job evaluation test to help members to 
determine proper personnel in hiring 
and training employees. Incentive work 
plans to produce a high quality of re- 
pairs at better pay for the mechanic 
and less cost to the consumer are also 
part of the program. A panel discus- 
sion at the national convention will 
consider ideas presented by manufac- 
turers, distributors, buyers and service 
stations on “How To Improve Service.” 


TV Tubes Growing Up 


WASHINGTON, D. C. — The 
RTMA reports that 68 per cent of the 
television picture tubes sold to receiver 
manufacturers in August were 18 
inches and larger in size. Of the cath- 
ode ray tubes sold to receiver manu- 
facturers in the same month, 98 per 
cent were rectangular in form and 16 
inches and larger in size. 
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Private Power Capacity Goes Up and Up 


@ By 1954, generating capacity will be equal to twice 
the 1945 figure of 40.3 million kilowatts 


@ By 1960, electric companies will provide over |20 


million kilowatts of generating capacity 


ITHOUT fanfare or public an- 
nouncement, the electric compa- 
nies of America, in the six years from 
1946 to 1951, have increased generat- 
ing capacity from 40,300,000 to 60,- 
100,000 kilowatts. The cost—$10,030,- 
000,000; and most of it spent on new 
construction to produce more electric 
ity and improve service to Customers 
From now to 1954, the companies 
plan to increase productive capacity 
another 21,600,000 kilowatts at a cost 
of $8,000,000,000. The National Asso- 
ciation of Electric Companies points 
proudly to these figures as indisputable 
evidence that they have the unques- 
tioned ability to provide all the power 
America can possibly use economically 
The association also maintains that 
there's no need for unnecessary federal 
power spending only adding more to 
the consumer's already staggering tax 
burden. 
e National Picture — Surveying the 
nation’s nine power regions, the electric 
companies present a clear picture of 
their rapid growth in generating capac- 


ity, from 1945 to the expected output 
in 1954. 

In New England, the nation’s oldest 
power using industrial center, the ca- 
pacity will reach 57 per cent above the 
1945 level in 1954. The Middle Adan- 
tic region, including New York, New 
Jersey, and Pennsylvania, will show a 
nine-year increase of 75 per cent. The 
South Atlantic section, by 1954, will 
draw on a power supply 108 per cent 
higher than in 1945 

The East North Central region, cen- 
ter of the country’s automotive industry 
and abundant in agriculture, will be 
serviced by 103 per cent more power 
than the post war level 

By 1954, the people in three East 
South Central states—Kentucky, Ala 
bama and Mississippi—will draw on @ 
generating capacity equal to 162 per 
cent above the 1945 level of 1,172,000 
kilowatts. The other state, Tennessee, 
is served primarily by federal power, 

The seven primarily agricultural 
states in the West North Central region 

(Continued on page 123) 


GRADUATION EXERCISES were held recently at Allen-Bradley distributors’ 
sales conference at Nippersink Manor. Les C. Watson, manager of distributor 
sales, hands diplomas to the visiting wholesaler’s salesmen at the close of 


the conference. F. F. Loock, president, and J. | 


Mellon, chief engineer of 


Allen-Bradley, aid in presenting the awards 
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You wouldn’t think of selling a valued customer an 


oF | 43 antiquated oil lamp. Not to light a modern office! 
WHY RECOMMEND | That’s obvious. 


The same goes for circuit protection. 


Your customers don’t have to be satisfied with out- 
moded devices when it comes to protecting vital lighting, 
power, and distribution circuits. Not when you can give 
them modern I-T-E circuit breakers. 


Built by circuit breaker specialists, I-T-E breakers 
embody the latest thinking and design features. They 
not only assure positive electrical protection, but swift 
restoration of service as well. 


You serve your customers best, you satisfy your 
customers best, when you supply them with dependable 
I-T-E breakers—the finest in modern circuit protection. 


ENCLOSED 


LOW-VOLTAGE 


I-T-E CIRCUIT BREAKER COMPANY 


— 
4 
J 
LIGHTING 
23 


Protect your customers the modern way- 


RECOMMEND DEPENDABLE 
FFE CIRCUIT BREAKERS 


MOLDED CASE BREAKERS THERE'S AN I-T-E CIRCUIT BREAKER FOR EVERY APPLICATION 


4 FRAME SIZES —INDOOR AND OUTDOOR 

ange Se WITH AUXILIARY AND TRIPPING DEVICES TO FIT EACH JOB 
10 to 600 emperes 
vp te 600 


up te 250 volts d-< 


... AND ENCLOSURES LARGE AIR BREAKERS «+ ENCLOSUR 
4 TYPES: Z A SIZES; KA, KB, KC, LG j 2 TYPES: 
general-purpose Ratings from: : general purpose (either 
semi-dust-tight 15 te 6000 amperes pulthox-mounted or panel- 
water- and dust-tight continuous mounted) 
explosion-proof 15,000 te 100,000 weatherproof 
amperes interrupting 
te 600 volts a-< 


up fe 250 volts d-c 


FOR FULL DETAILS send for your copy of our handy 
x Speedjfax Catalog. It presents the 


complete I-'T-E line—gives you 80 


19th AND HAMILTON STREETS @ 


AIR CIRCUIT 


PHILADELPHIA 30, PENNSYLVANIA 


pages of ilinstrations, dimensions, 
technical data, amd prices. Write 
~ without ~@bligation—today. 
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DISPLAY LIGHTING STRIP ___ 


Neo-Ray Products, Inc., 315 E. 22 
St., New York 10, N. Y. 


Swivel sockets are built in the lighting 
strip. The units swivel 90 degrees in 
all directions through a complete 360 
degree circle. The strip is manufac- 
tured in stock sizes of 2 foot, 3 foot, 5 
foot and 8 foot lengths. It comes in 
units for ordinary installations, for 
corner mounting and with reflector to 
shield the lights. 


CLOCK-RADIO 


Emerson Radio and Phonograph 
Corp., Plastimold, Inc., Div., Attle- 
boro, Mass. 


The molding of this new model clock- 
radio is durable Plaskon plastic. It is 
resistant to scratches, burns and chip- 
ping. The cabinets are available in a 
wide variety of colors. The color goes 
entirely through the plastic case. 


SWITCHMAT 
Recora Co., 7419 S. Western Ave., 
Chicago, III. 

Pressures ranging from a few ounces to 
several tons will actuate the switchmat. 
The mat is hermetically sealed against 


moisture and weather and can handle 
up to one ampere at 110 volts. The 
unit controls the operation of high 
voltage, high current devices when 
used in conjunction with a control box. 
Available temporary 
and permanent installation types and 
and delayed 


controls cover 


provide instantaneous 
action. 


COLOR LAMPS 


Westinghouse Electric Corp., Lamp 
Div., Bloomfield, N. J. 


Color spot and color flood lamps have 
a permanent, transparent, bowl coating. 
They are able to provide either a wide 
or a narrow beam distribution pattern, 
similar to those of the standard 150 
watt reflector flood and reflector spot 
lamps. Red, blue, green and yellow 
bowl coatings are available. 


LONG NOSE PLIER 


Mathias Klein & Sons, 3200 Belmont 
Ave., Chicago, III. 


Especially designed for use in con- 
fined quarters, this new plier is simi- 
lar, except in size, to the standard long 
nose plier. The jaws are knurled at the 
end to insure a positive grip when 
pressure is applied. A replaceable tem- 
pered steel spring keeps the plier in 
open position. The tool is available in 
5\4 inch size only 


INSPECTION LIGHT- 


Ericson Mfg. Co., 5209 Euclid Ave., 
Cleveland 3, Ohio 


Protection against glass and filament 
breakage and terminal loosening is 
provided by a spring cushion at the 
end of a 25-watt tubular lamp. The in- 
spection light is equipped with a grip- 
clamp, heavy duty socket and a heavy 
cadmium-plated guard with hook. A 
20-foot, type S Underwriters’ Ap- 
proved rubber-covered cord completes 
the light. 


CABLE CLAMP 


The Neer Mfg. Co., Inc., 1640 Fair- 
wood Ave., Columbus 16, Ohio 


The movable portion of the cable 
clamp is of straight rather than of 
curved design. It is equally suitable for 
the regular type of sheathed cable or 
the new type T cable. Otherwise, the 
connector is conventional and similar 
to other makes of die cast connectors. 


HOSPITAL FIXTURE 


Gruber Bros., Inc., 125 S. First St., 
Brooklyn, N. Y. 


Wall mounted hospital lighting fix- 
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ture uses two 60 watt incandescent 
lamps in its upper section for general 
lighting and one 75 watt incandescent 
lamp in its lower section for local bed 
lighting. Manual control allows use of 
either the upper or lower or both sec- 
tions of the fixture. An angled pris- 
matic lens projects direct light and re- 
duces direct glare over the bed. 


LINTLESS MOTOR 


General Electric Co., Schenectady, 

Screenless open textile motor is design- 
ed for positive lint expulsion. Simpli- 
fied ventilation system provides cooling 
and lint rejection. Cast iron construc- 
tion gives protection against jarring 
and slipping out of line. To be offered 
in special “soft-start” textile application 
ratings first 


COOKER DEEP FRYER 


Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago 50, lii. 

This new appliance will cook various 
kinds of foods. The user sets the ther- 
mostat, and the cooker and fryer will 
hold the proper temperature automat- 
ically. A cook-guide on the front of the 
unit gives the user the recommended 
temperature and time range for cook- 
ing and deep-frying. 


BATTERYLESS FLASHLIGHT 
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W. F. Martini, Distributor, 2 & 4 
Stone St., N. Y. 4, N. Y. 


A batteryless flashlight has its own 
electrical plant. The hand operated 
lever actuates a dynamo which pro- 
duces a bright, wide-angle light. The 
unit is fitted with a 3.8 volt bulb. The 
metal case is finished in white enamel 
with maroon trim. 


FLOOD LIGHTS 
S & M Lamp Co., Los Angeles, Calif. 


Flood light models for open or closed 
wiring are offered in three types: wide 
beam—90 degrees; medium beam—70 
degrees; and narrow beam—15 degrees 
Aluminum heads are enclosed. The 
vertical and horizontal quadrants and 
front and back aiming sights are for 
daylight focusing. Reflectors are 17!, 
inches in diameter 


FUSE PULLER 


Star Fuse Co., Inc., 235 Canal St., 
New York, N. Y. 

Features a toggle action for double 
leverage and greater gripping strength 


and eliminates danger of slipping or 
twisting. Molded of Tenite, it is 742" 
long, weighs 2 ounces and fits all fuses 
up to 100 amps. Has a dielectric 
strength of 4000 v. after 24 hrs. sub- 
mersion in salt water. 


PANELBOARDS 
Federal Electric Products Co., 50 
Paris St., Newark, N. J. 

On-the-spot assemblies are made pos- 
sible by a new panelboard system. The 
enclosures contain 4! > inch gutters for 
easy wiring. Interiors lift out to per- 
mit accessibility for wire pulling. Box 
ends are also removable. Main lugs 
can be at top or bottom by reversing 
the interior. Polarity sequence provides 
flexibility up to 42 circuits 


LAMPHOLDER 
Steber Mfg. Co., Broadview, III. 


Cast aluminum lampholders are de 
signed for indoor and outdoor use in 


coastal and other areas where moisture 
is encountered. A special gasket is pro 
vided between the lamp and the socket 
housing. Wing nuts permit easy aiming 
of the light beam. The units come with 
or without the cord set and are avail- 
able for surface and outlet box mount- 
ing, or with a metal spike for mounting 
directly in the ground. 
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BACK 
ELIMINATES 
YOUR CUSTOMERS DAMAGE TO UNIT SALES 
PREFER CONDUIT OF COLUMBUS FITTINGS ARE INCREASED 
STACKED CARTONS FITTINGS IN CARTONS 


SAVE SPACE 


CENTER 


ACCURATE COUNT 


IN FILLING ORDERS 
TACKLE: 


MORE PROFIT 


EASY TO 


TACKLE 
INVENTORY 


EXTRA SALES LESS WORK 
STOP INVENTORY LOSS 


SOLD ONLY THROUGH RECOGNIZED WHOLESALERS 


Look for this label 
] when you buy fittings. 


CONDUIT PIPE PRODUCTS CO., 
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SLIMLINE LUMINAIRE 

Pittsburgh Reflector Co., 407 Oliver 
Bidg., Pittsburgh 22, Pa. 

Indirect slimline luminaire is pendant 
mounted, It is available in 4 foot units, 
16%, 4 inches wide and 4 inches deep 
Hangers grip the unit at any point 
along the raceway allowing flexibility 
of installation to avoid beams or pipes 
Manufacturer claims that the luminaire 
has an overall efficiency of 76.5 per 
cent and exceeds the low surface 
brightness specification of 0.5 foorcan 

dles per square inch below 90 degrees 


SEPARATE STARTER SOCKET 


Sylvania Electric Products Inc., 
1740 Broadway, New York, N. Y. 
New mogul separate starter socket 
(S-377), designed for use with glow- 
switch type starter. Features two lead 
wires and simplified wiring to reduce 
materials cost. Recommended only for 
use with thermal starters 


POWER MOWER 


Midwest Mower Corp., 1006 Olive 
St., St. Louis 1, Mo. 


New power mower has 21 inch rotary 


with a 2 hp. vertical shaft engine. Unit 


features a mulching type, precision 
ground tool steel blade and an auto- 
matic clutch. Has steel handle, ball- 
bearing wheels with semi-pneumatic 
tires 


John I. Paulding, Inc., New Bed- 
ford, Mass. 


Weatherproof lampholder is designed 
for easy wiring of large banks of lamps 
for either indoor or outdoor use. The 
socket permits the use of various types 
and sizes of wires including No. 10 
All brass contacts are used and the wire 
grooves in the socket are ribbed to 
center the wire regardless of type or 
size. A threaded metal insert in the cap 
prevents breakage and stripping when 


screwed down 
3 


i 


HINGED WIRE GUARDS . 
Pressteel Co., Berkeley, Calif. 
Protective coverings for recessed light 
ing fixtures are provided by hinged 
wire guards. The units are available in 
four sizes: 754 inches square; 101% 
inches square; 10!4 by 14% inches; 
1314 by 1858 inches. The hinged 
guards are finished in neutral gray, 
buked-on enamel. 
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BROILER. 


Manday Mfgs. Co., 22 W. 21 St., 
New York, N. Y. 

New low priced “Black Angus” model 
contains both broiler and combination 
broiler and rotisserie. Features chrome 
reflector heat element, drip pan, wire 
rack, chrome plating and Bakelite 
trim, large broiling area and an auto- 
matic spit 


v 


BARE LAMP LUMINAIRE 
Westinghouse Electric Corp., Box 
2099, Pittsburgh 30, Pa. 

New fixture is for use with two 40 
wart standard fluorescents or with two 
38 watt, 58 watt or 75 wart slimline 
fluorescents. Unit has a swiveled socket 
assembly and mounting connector for 
use when mounting in rows 


TANK DE-ICER - 


Rhinehart Co., 1127 Polk St., Fort 
Wayne, Ind. 


A new type stock tank de-icer is made 
of heavy-duty waterproof plastic. The 
copper enclosed 600 watt heating ele 
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ment has a snap action thermostat lo- 
cated inside the plastic floating unit 
The unit is especially designed to pro- 
vide the maximum size opening even 
at 50 degrees below zero. It comes 
equipped with a heavy duty, six foot 
rubber cord and is seven inches wide 
and six inches deep. 


THREE-WIRE CAP 
Rodale Mfg. Co., Inc., Emmaus, Pa. 


A U-shaped grounding blade prevents 
three-wire cap from engaging with 
current carrying contacts. The longer 
blade provides grounding connection 
before current carrying blades make 
the contact 
amperes, 125 volts; cord hole diameter 
.218 to .630; O. D. 115 inches 


The device is rated at 15 


THROWOVER PANEL 


General Electric Co., Schenectady 5, 
NN. 

Automatic throwover panel transfers 
electric circuits to an emergency power 
source when the normal source fails 
The panel features a contactor whose 
air gap is not affected by the condition 
of the striking surface. A special an- 
nealing of the entire magnet structure 
reduces residual magnetism. For special 
applications, a voltage-sensitive relay is 
provided to transfer the load at a very 
closely controlled voltage point. 


CLOCK-RADIO—RCA Victor enters the clock-radio field with a new 
instrument featuring an electro-dynamic, permanent-magnet speaker. 
The radio has a buzzer-type alarm for optional use and is also equipped 
with an outlet for attaching an electric lamp, coffee-maker or similar 
automatically turned-on appliances. Cabinet finishes are in maroon, 


ivory or white. 


Masonry Drill — Newly developed, 
cemented-carbide tipped drill, named 
Arroflute Masonry Drill, has precision- 
machined oval flutes to clean out 
masonry dust as it drills. Available in 
complete range of sizes, it can also be 
purchased in kits of three or four drills 
each. Complete information available 
from Arro Expansion Bolt Co., Marion, 
Ohio. 


Switch Box — Standard switch box 
comes equipped with the nails. The 
points of the nails are crimped so that 
they cannot loosen. The boxes are sup- 
plied with the cable clamp in an open 
position. The screws are staked to pre- 
vent them from jiggling out. H. E. 
Williams Products Co., Carthage, Mo. 


Light Display — Ready-to-assemble, 
flexible interlocking strips can be 
shaped into star, tree or candle-shape 
or frame any outline. “Strip-O-Lights” 
can be re-used and added to year to 
year. Packed complete with lights, 
Strip-O-Lights” are approved by U. L. 
for outdoor use. Miller Electric Co., 
Pawtucket, R. I 


NEW PRODUCT BRIEFS 


Regulator-filter—A combination pres- 
sure regulator and filter providing a 
single, compact unit featuring a de- 
pendable reducing relief valve and a 
filter can reduce line pressures up to 
150 Ibs. per sq. in. maintaining any 
regulated pressure from 0 to 35 Ibs. per 
sq. in. without much drift or air con- 
sumption. Minneapolis - Honeywell 
Regulator Co., Philadelphia 44, Pa. 


Electrical Equipment—One section 
of a 40 page catalog describes and illus- 
trates a complete line of switches and 
sockets. Another section covers porta- 
ble lamp guards, wall and receptacle 
guards, lamp changers and accessories. 
Copies are available from the McGill 
Mfg. Co., Inc., Valparaiso, Ind. 


CORRECTION—In a new product 
brief in the September issue, it was 
reported that the “Thriftee” portable 
space heater, made by Markel Electric 
Products, Inc., could be regulated be- 
tween “40 and 50 degrees F.” Actually 
the automatic thermostatic control 
Maintains temperatures between 40 
and 80 degrees F. 
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Boosting Attendance 


At Our League Meetings 


By W. J. (Jack) Masters 
Executive Manager 
Essex Electrical League 
Newark, N. J. 


wn you happy about the attendance 
at your electrical league meetings? 
If so, then you may as well curn the 
page because this article will be a bit 
of a bore. It tells what one league did 
to cause the attendance line on the 
meeting chart to take a definite up- 
ward swing. 

As far as we know, in its 27 years 

of existence, Essex Electrical League, 
Newark, N. J., has not had to apologize 
to a speaker for a slim attendance. But 
during the past two years, there have 
been occasions when speakers would 
draw somewhat under reasonable esti- 
mates. League executives and commit- 
tee chairmen became curious as to why 
They learned that similar groups were 
experiencing a falling off in attendance 
at their functions. Television and the 
general increase in the number of or- 
ganizations demanding time were given 
as possible reasons for attendance de- 
crease. 
e Problem Studied — League Presi- 
dent E. M. Lacey, Westinghouse Elec- 
tric Supply Co. Program Chairman 
Joseph P. McCarthy, Graybar Electric 
Co.; Attendance Chairman Ben Golden, 
Golden Electric Co., together with the 
league's executive manager, made a 
study of the problem. 

For many years a fixed schedule of 
meetings had been followed. There 
were luncheons each month except July 
and August, including the Annual 
Outing and Golf Championship in 
June and Christmas Luncheon in De- 
cember. All members of the various di 
visions of the league, comprising a 
total membership of some 575, were 
urged to attend. 

Now aside from this, the four main 
divisions, Manufacturer, Wholesaler, 
Contractor and Maintenance, held their 
own meetings, usually once a month, 
when a program is arranged for a 
discussion specifically related to each 
Manufacturers make plans for their 
annual industrial exposition, whole- 
salers are kept up-to-date on the ways 


and means of cooperating more fully 
with the government in our war effort, 
contractors seek to make themselves 
more sales-minded, and maintenance 
engineers hear speakers present the lat- 
est methods and procedures in indus- 
trial plant maintenance. 

e The Solution — Certainly, league 
officials agreed, there could be no 
change in these divisional gatherings, 
but how about reducing the number of 
regular monthly luncheon meetings for 
the entire membership. What about 
having just four such “regular” meet- 
ings a year and having each sponsored 
by one of the four principal divisions 
Under such a plan, it was believed that 
attendance would spurt upward if such 
meetings could be programmed so as 
to appeal to all branches of the in- 
dustry. 

This is precisely what happened at 

the first combined meeting of the 
league held in September. Sponsored 
by the Maintenance Division, it was a 
dinner and the speaker was Joseph St. 
Andre, electrical editor, Factory Man 
agement and Maintenance Magazine, 
who is known throughout New Jersey 
as a top-flight authority on electrical 
maintenance. Mr. St. Andre's talk was 
of great value, too, to the industrialist, 
the wholesaler, contractor and others 
within the industry because all are 
affected in one way or another by good 
electrical maintenance. A splendid turn- 
out resulted. 
e Coming Up—The next such gather- 
ing will be the league’s November 20th 
meeting, a luncheon, when the speaker 
will be C. C. (Larry) Walker, vice- 
president, Construction and Mainte- 
nance Division, General Electric Co., 
Bridgeport, Conn. This affair will be 
sponsored by the Wholesaler Division, 
of which Charles McKew Parr, Sr., 
Parr Electric Co. is chairman. All 
branches of the industry should be 
interested in what Mr. Walker has to 
say, and once again a large attendance 
is expected. 
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The third of these “Big Four” meet- 
ings comes in February when the con- 
tractors take over, and then in April, 
following the Electrical Exposition 
here in Newark, the manufacturers will 
sponsor a dinner meeting, which is 
expected to attract as many as 400 
members and guests 

Thus, what may have appeared to be 
a discouraging phase of league opera- 
tion has resolved itself and most de- 
lightfully into new peak of attendance 


prosperity. 


A Distributor Speaks to 


Manufacturers’ Salesmen 
(Continued from page 9!) 


consumer to pay a fair profit, which is 
the basic motive for all your business 
efforts. 

It's the job of your sales people in 
the field, to direct your effort along a 
course that will bring you a larger 
share of profitable business in your 
market. If you are committed to a 
policy of getting this business through 
distributors of your selection, then 
that is your only limitation 
e We Can Help You—I have a sug- 
gestion to offer which will require a 
change in fundamental thinking. For- 
get that old concept of your source 
of distribution — the jobber. Put 
him out of your mind as a Customer, 
or a man who may give you an order 
and a guy who makes unreasonable 
demands on your time. Consider him 
as an integral part of your sales pro- 
motion. Consider him in your plan 
for building sales as a part of your 
own organization. Consider him as 
such and treat him so. It will make your 
job so much easier and your operation 
so much more effective in building 
sales that bear a profit to you and your 
company. 

But can it work? Can the distrib- 
utors, whom you have selected, be 
counted on to act in your interest 
when they face a competitive market? 

I think the answer is yes—but such 
an overall plan necessitates funda- 
mental changes in your conception of 
a distributor. First you would have to 
be selective in your choice of the or- 
ganizations who are to play a much 
more intimate part in your sales plan 
It would require distribution selectivity 
in a degree that has been seldom tried 
However, from my personal contact 
with and knowledge of the overall 
thinking of a great many of the elec- 
trical distributors throughout the 
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YOU KNOW, WHEN YOU CARRY - 
CAST BOXES BY HOPE, cori 
that your supplier assures you of a fair /“2m..°”* 


margin of profit... and will not enter 
into competition with you 


H7000 TYPE © 51 SIZES 
Flush mounted 


H1200 TYPE * 164 SIZES 
Surface mounted 


H8000 TYPE © 87 SIZES 
Surface mounted 


H6000 TYPE * 84 SIZES 
Surface mounted 


H3200 TYPE * 128 SIZES 
Surface mounted 


. . . AND EVERY ONE OF THEM MADE OF CAST IRON, HOT DIP GALVANIZED 


You can meet your customers’ needs promptly 
and profitably with CAST BOXES by HOPE 


Whether a Box by Hope is a standard design — or 
whether it’s custom-built to specific requirements, the 
sale goes through Hope distributors! 


Hope has established — and consistently maintains — 
a policy of 100% distribution through distributors, 
with a discount margin that makes sales profitable. 


Equally important — you can meet just about every 
requirement of your customers in the industrial, heavy 
contracting and utility fields when you distribute 


Boxes by Hope. The line includes hundreds of stock 
sizes of outlet boxes and fittings, junction and pull 
boxes, hinged cabinets, terminal boxes, explosion 
housings. And every size and type can be custom- 
modified, at moderate cost, in a short time, to meet 
your customers’ specific needs. 


All Boxes by Hope are strong and durable — made of 
cast iron, hot dip galvanized. You order them from 
Hope when you get an order. No need for you to tie 
up space or capital in carrying inventory! 


GET THE FACTS ON THE LINE OF BOXES BY HOPE—MAIL COUPON FOR 26 PAGE ILLUSTRATED CATALOG LISTING STANDARD SIZES AND TYPES AND CUSTOM MODIFICATIONS 


HOPE 


ELECTRICAL PRODUCTS CO., INC. 
338 Wilson Ave., Newark 5, N. J. Mitchell 2-4426 


oducts Co., Inc. 
ctrical Pr Newark 5, N. J. 


end me your cata 


Hope Ele 
338 | Wilson Avenue, 


GENTLEMEN: Please 


log of Boxes by Hope- 


Company 
Street Address 
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United States, I am sure there are 
many who can measure up to the stand- 
ards you would of necessity require. 
But I feel it is up to you to sell the 
idea and the ideal that will make it 
operate successfully. 

© It Has Worked—My confidence in 
the ideal is built upon the observation 
of a specific incident where one manu- 
facturer sold such an ideal. The manu- 
facturer went from a policy of direct 
selling to one of highly selective distri- 
bution through the electrical distribu- 
tors. His product is highly competitive 
and it requires a full-scale field engi- 
neering staff. 

The distributor was contacted and 
the policies laid down. Each party had 
a complete understanding of responsi- 
bility and mutual obligations. The dis- 
tributor agreed to assume the obliga- 
tion of carrying adequate stocks to 
meet the sales demand and to offer 
through his sales organization an ag- 
gressive sales effort to the trade. The 
manufacturer agreed to support the 
distributor's sales effort in every way 
and consider him as an integral part 
of his own organization. 

Results—over a two year period this 
distributor built his volume of sales to 
five times what it had been before. And 
while I do not know what the overall 
market was, I have reason to believe he 
was doing a volume of business greater 
than anyone of his competitors. 

You are in this business to build a 
career for yourself. You must make 
money. Your company must make a 
profit. I believe you can do this job 
better by supporting completely your 
company's policies of selective dis- 
tribution. 

1. In considering distributors, I 
would study the integrity of top man- 
agement and assure myself that they 
were in accord with my overall policies 
and the policies of my company. 

2. I would stand clear of distributors 
who use my company’s products as a 
convenience even though they do a 
great volume of business in my com- 
petitors’ behalf. 

3. After selecting my distributors, I 
would have confidence in them and 
realize that it is my responsibility to 
continually sell them on my confidence 
and their responsibility to enjoy that 
confidence. 

You can't build a good business 
without mutual confidence and mutual 
confidence can only be built on in- 
tegrity. 

Sell your integrity and your dis- 
tributor will return his. 


The Order Is the Least Important Thing 


By Francis W. Sullivan 


(Continued from page 74) 


SOLUTIONS TO MARCUS AND SIMPSON PROBLEMS 


Marcus 

As Marcus's principal troubles came 
from lack of organization and poor 
business practices, we offered him a 
service which Central Electrical Sup- 
plies Co. had developed for situations 
of this kind. Our credit department 
would send an expert who would set 
up simple systems by which Marcus 
could keep track of his costs, discounts, 
margins, taxes, profits and stocks with 
a minimum of trouble. This would be 
checked every thirty days for three 
months. 

While salesman Burke knew of this 
service he did not offer it because he 
had not correctly diagnosed Marcus's 
real difficulty. Incidentally, this cus- 
tomer service had proven so successful 
with us in a number of instances that 
it was now being made a standard pro- 
cedure in field work. 

Next we insisted that Marcus take 
steps to finance his business adequately 
through a bank loan. It was not hard, 
under the circumstances, to show him 
that the ability to discount his bills and 
thus gain maximum discounts would 
more than cover the interest charges on 
the loan. 

Finally, we proposed that, to gain 
wider operating margins at once, he 
reduce all his cut-price offers and deals 
to orderly campaigns on two profitable 
items in popular lines. These would be 
launched through direct mail and the 
use of all other proven sales promotion 
methods. This plan would have the 
further advantage of restoring Marcus's 
confidence in proven business methods 
and end his reliance on panic selling 
as the answer to falling sales. 
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Simpson 
Simpson had been able to stay in 
business only jecause well-to-do peo- 
ple in his area had come in and bought 
merchandise. He had not sold them 
This trade would no longer suffice. Our 
first suggestion took the form of a 
hard-boiled lecture on correct retail 
selling by both himself and his clerks 
We arranged to send a top sales promo- 
tion man from headquarters to do this 
training, while he worked in the store 
We raided the stockroom and laid 
out two or three conservative sales pro- 
motion campaigns from the materials 
we had already sent Simpson. This in- 
cluded window displays, booklets, ban- 
ners, counter displays, ideas for rear- 
ranging merchandise based on customer 
psychology and impulse buying, and 
direct mail pieces. Simpson had no 
workable mailing list but we told him 
that the head office man would help 
him prepare one and start a campaign 
We laid out a schedule of merchan 
dise window displays featuring electric 
housewares, lighting equipment, lamps 
and plug-in devices of all kinds. This, 
we hoped, would end the old fan and 
heater rotation 
Lastly, we suggested a campaign for 
selling electric ranges to homeowners 
The campaign was directed to custom- 
ers in the store and featured a coffee bar 
at which free coffee was served from 
one of the ranges. A refrigerator was 
also used to store accessories like cream 
and snacks. Simpson resisted this one at 
first, but finally agreed. The campaign 
turned out to be a great success and is 
now a steady program in Simpson's 
promotion 


About the Author: Francis W. Sul- 
livan was recently appointed supervisor 
of the Sales Training Unit at the City 
College Midtown Business Center in 
New York. In this new position, he 
heads the world’s largest operation for 
training salesmen (4,316 graduates in 
the last five years). Mr. Sullivan was 
sales executive for Socony-Vacuum Oil 
Co., and general sales manager of the 
New York Lubricating Oil Co. before 
joining the City College staff in 1946, 
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The right converter... 
for building 


Advertising in the October issue of 

ELECTRICAL CONSTRUCTION AND MAINTENANCE 
Accurate Mig. Co. Heatmore, Inc. 216 Roebling’s Sons Co., John A. 
When electrical men at “operating level” want 27 Kohm "Hany Co 
to turn perfectly good AC into more usable DC, or 
vice versa, they use converters. The reward is better eee es, toe Russell & Stoll Co., Inc. 
control or increased efficiency. The only hitch is, d co 
they've got to use the r/ghi converter. Irvington Varnish Insulator Co. 180 

In the selling business — yours in particular — ad- 2 H 
vertising does a conversion job. By introducing con- in Co., 222 Smithcraft Lighting Div. 
vincing sales propositions into the business thinking ipe Tools, .—— Spang-Chalfant (Div. of 
of your prospects, its sales conditions . . . converts... Biddie Co., James G : 19 Klein & Sons, Mathias alee 
Koeneman Co, R. A 

turns good prospects into better customers. The Square D Co. hire 
reward is obvious. For you it means less buyer resist- Tool Co. = fag Se Standard Transformer Co. 


ideal Industries, Inc 

lig Electric Co 

Iisco C Tube Products, 
174 


Steet & Tubes Division 
ance and more calls per day; increased sales and sctric Co.. Stock 
Dog ¢ Products Co. ine “2 Superior Elec. Co., The.. 
preater profits. Here too, there's only one hitch: Burndy Eng. Co.. Inc Co. Products, In 
itr 
choosing the right converter . . . the magazine that de- Lindel a 
livers advertising, most effectively, to the largest pos 
Thomas & Betts Co., The... 


sible number of your best prospects. Martindale Elec. Co ia 

Ac the right is a listing of manufacturers—whose Cope, Ine. McGraw Hill! Book Co 
lines you handle—who advertised in the October issue Crowse-Hinds Trgscon Steet Div, Republic 
They keenly appreciate how much advertising means inion Carbide & 
t you in converting prospects to customers. They || Dele vi ‘oducts Co. 


: National Electric Coil Co ? Drop 
also know that for advertising to do its best job for ee re 
22, 
Wagner Electric C 


Nationa! Electric Products 
‘orp 
you it has to reach the greatest number of your du Pont de Nemours & Co. Inc. Natvar Corp. 
EL 204. 205 Wakefield Brass Co.. F. W., T) 
worthwhile prospects . . . in the magazine they re- Co. Tee 41, 57, 222 Western Insulated Wise Co 
- T , f . . Efficiency Electric & Mig. Co. Onan & Sons, D. W. 182 inghouse Electric Corp. 
spect. That's why more manufacturers advertise in 220 Ostet Mig. Co., Inc. 
ELECTRICAL CONSTRUCTION AND MAINTENANCE. | 


orp 

reaches your worthwhile prospects—more than 25,000 
i 

w 

electrical contractors, heads of electrical departments Phzips Dodge Copper ts Willams Co, George 


in industry, consulting engineers and motor service -- erp. 70 pittsburgh Reflector Co "213 Wodack Electric Tool Corp 
Pittsburgh Standard Conduit Co. 27 

s. And they all pay to read it mi Co. + 208 Polyken Industrial Tapes, D 
shop owners. An y all pay Youngstown Sheet & Tube C 
. . auer 
It will pay you to check over this index of GAW Electric Speciaity Co 108 Potter & Rayfield, Inc . 


. Garden City Plating & Mig. Co 2 ‘ool Corp. 
manufacturers to see that all the lines you sell are trie Co. Pyle-Nationst Co. The 
being advertised in the “entire” industry's right Cable Corp (Classibed Advertising) 


-..-23, 
Paragon Elec. Co 118, 119, 170, 171, 
Pass & Se ° 26 ‘or Co. 


60 
Pyramid Instrument Corp. SEARCHLIGHT SECT! 
H. E Hilty, Mgr 


trie 
"t-L0- le Mig. Co. 
prospect-to-customer converter. -) .. Second Cover, EMPLOYMENT 
4, 5, 33, 38, 38, Fool Co. Inc Positions 
Selling Opportunities Offered 
Se. POSITIONS WANTED 


(Lamp Dept.) 
Graybar Electric Co., Inc ® EDUCATIONAL 
M 


Guth Co., The Edwin F % y Tool Co. The EQUIPMENT 
RLM Standards Institute Inc (Used or Surplus New 
Haynes Products Co 224 ~=Robot For Sale 
ELECTRICAL 
C 0 N STR U CTl 0 A McGraw-Hill Publication 
AN D M Al NTE NAN CE 330 West 42nd Street, New York 36, N.Y. 
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Another ‘Best’ Seller with a Smash Profit Story 
for IDEAL DISTRIBUTORS! 


@DEAD Voltage Tester 


With ALL the Features Thousands of 
Electrical Men Told Us They Wanted 


Sales come easy when the market is IT’S PRICED COMPETITIVELY 
big and you're selling the best. In a — AND IT GIVES YOU YOUR 
nutshell, that’s the story of the new FULL IDEAL PROFIT SPREAD! 
IDEAL Voltage Tester. Point by Order today — and order enough! 
point and feature by feature it was You'll need them as you show and 
designed to be—and is—the finest, sell this profit-maker on practic- 
safest voltage tested ever built and ally every call you make! 

offered to the industry. 


No Other Tester Has All of Sisose 


SILA 


Lik 


de 


Famous 


“DOUBLE PROTECTION” 


ta tits indi 


28 
~~ AND a neon test lamp, each inde- 
pendent of the other—NO CHANCE 
OF FAILURE TO DETECT VOLTAGE 


IDEAL INDUSTRIES, Inc. 
1047 Park Avenue, Sycamore, Illinois 


Please send me complete catalog information on the new IDEAL 
Voltage Tester 


a 
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= > Moided rubber, nm metal 
= moisture-tight 
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Double strength, rings: out dirt 
seantess plastic N 30'' neoprene leads 
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on rugged nylon \ 
spool for long, 
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SOLD THROUGH AMERICA’S LEADING DISTRIBUTORS . . .. SEE Company 
IT NOW — OR MAIL couroN FOR COMPLETE CATALOG DATA f Address_ ‘ ccna a 
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The Road Ahead 


(Continued from page 79) 


J 


business volume almost four times over 
that period. 


We have pioneered in industrial 


nnounces Cs social advances, carrying them further 
a NEW than most companies, perhaps because 
the we are entirely owned by active em- 
ployees and pensioners. I'm sure in 
our own way we have been typical of 
American industry in general. 

Therefore, I feel confident in repeat- 
ing that we are unlikely to face a de- 
pression with conditions such as these 
prevailing. True, we will face periods 
of adjustment when people seek more 
value for their money, but that is the 
norm and is an “invitunity” we should 
intelligently plan to meet. 

I want to explain this new word “in- 

vitunity.” One of my staff believed the 
word “challenge” had today become 
hackneyed and should die of its over- 
use. He coined the word “invitunity” 
—an invitation to opportunity. Isn't 
that what we all are seeking? 
e A Future of Promise—There lies 
before us a future full of promise if 
we will only take courage to see it and 
plan to participate in it. 

How do we meet this future? 

Leadership comes first in thought 
and then in resolute action. 

I have often heard our era referred 
to as an age of mediocrity. Yet how do 
we reconcile this with our extraordi- 
nary expansion? 

I believe the reverse is true. We have 
grown so rapidly that we have failed 
to keep apace of our growth. We have 
been too busy to develop the talent 
and skills necessary to carry on with 
the great advancement. 

This, then, is the first invitunity of 
our leadership—to train the young, to 
engage more of our enlightened youth, 
particularly in the sciences, for leader- 
ship responsibilities. We in electrical 
distribution know too well that prob- 
lem. But have we faced it? Have we 
done enough about it? 

Our next most important leadership 
test concerns the broadening of our 
own knowledge in a constantly chang- 
ing business in order that we may 
render the services we are obliged to 
perform. Yesterday it was the tele- 
phone, the radio, and the incandescent 
lamp. Today it is electronics, TV, and 
the fluorescent fixture. Tomorrow is 
anybody's guess. We must keep abreast, 
yes even ahead, of these developments. 
e Old Fashioned Revival—In addi- 


CARBIDE MASONRY DRILL 


CARBOLOY CEMENTED CARBIDE TIPS 


For All Masonry 


Removes Dust 
Automatically 


Drills Full Depth 
Faster Cutting 


Longer Life 
No Stalling 


Now, you can drill any type of masonry easier . . . brick, 
concrete, marble, slate, tile, and plaster. Arro’s new improved 
Arroflute Masonry Drill with carboloy cemented carbide tips— 
drills faster, easier, cleaner and deeper than any other drill. 

The New Arroflute Masonry Drill is designed to remove 
the dust as it drills. No packing—no stalling . . . Arroflute 


drills full depth without removing. 

Ideal for. . Expansion-bolt installation—sign hanging—insulati 
work — installing equipment — plumbing — anchoring partitions — wiring 
buildings — building maintenance — tile setting — antenna installation. 


Write for Catalog #68 Describing Arro’s Complete Line of Anchoring 
& Drilling Devices for Masonry 


ARRO EXPANSION BOLT CO. © MARION, OHIO 
Sold through distributors only 
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uon, we must revive the pioneering 
spirit and a return to the courage of 
our convictions. In the past we have 
endeavored to do more than just handle 
and sell goods. We have endeavored to 
open new markets, guide the manufac- 
turer in his production planning and 
product development. 

In justification of our position, I feel 
we distributors are going to have to do 
more of this as time goes by. We are 
going to have to do a little more pio- 
neering and accept the responsibility 
for helping to pace the manufacturer 
and the market. 

I would like to leave with you some 
counsel, born of considered thought 
generated some two years ago, which | 
have seen strengthened and confirmed 
by the subsequent trend of events. 

Ever since the early post-way days, 

our cost of doing business has constant- 
ly mounted and I asked the industry, 
“Did we all understand how high our 
break-even point had risen in the re- 
cent high dollar-volume era?” There 
was the great billing and rapid turn- 
over which made our net profits pos- 
sible, for certainly our gross profit 
margins had either remained static or 
had shrunk in the same period. We 
were living in a fool’s paradise. 
e Low Volume — High Cost — | 
called attention repeatedly to the fact 
that if our volume of business fell off 
as little as 5 or 10 per cent and, as a 
result, vigorous competition should de- 
velop, our gross profit margins would 
further suffer. Then indeed would we 
experience difficulty. 

It was for these considerations the 
Board of Governors of N. A. E. D. au- 
thorized the thorough but costly Oper- 
ating Cost Study. I want to state here 
and now, never in our history has 
N. A. E. D. experienced such fine sup- 
port from the membership in submit- 
ting data for this work. 

It would seem to me that the lesson 
we can learn is that if we individually 
are to review our concerns about our 
individual performances with our in- 
dividual suppliers, we should make 
certain that, first, we are performing 
all the functions required of us. Then 
when the time comes, we can present 
a stronger case for correction where 
needed with those suppliers. 

We must have clean hands and see 
to it that we are not avoiding a respon- 
sibility that properly belongs with us. 
A short cut or easy path invariably re- 
acts as a boomerang and you fail to get 
recognition for the proper services you 

(Continued on page 122) 
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100,000 Candlepower... 


RATED AT ONLY 300 WATTS! ; 


High Intensity 


Long Throw 


DESIGNED TO SAFEGUARD 
LIFE AND PROPERTY 


For outdoor use. The Austin CLD-56 
fills the great demand for applications 
requiring a spot of high intensity, long 
throw and narrow beam. Particularly 
adaptable to protective lighting 
around buildings, shipyards, docks, 
rail yards, air terminals, along fences, 
and many other locations where good 
light is essential to safeguard life, 
property and operations. Ideal also 
for a variety of commercial uses — 
building fronts, recreation areas, 
church spires, etc. 

Designed for use with the new 
PAR-56, 300 watt, 100,000 candle- 
power sealed beam lamp. Throws a 
37° eliptical beam at 100’, 42'x67’ 
beam at 200’, etc. Lampholder is engi- 
neered to permit lamp’s rotation with- 
in housing to any fixed position so 
elipse shaped beam will cover exact 
area desired. Lampholder is adjustable 
so light can be beamed in any 
direction. 

Made of lightweight cast aluminum. 
Weatherproof, completely wired. 
Stem has 2" tapered thread to fit 
variety of Austin fittings (a few are 
illustrated at right). If lamp protection 
is desirable, lens and lens holder are 
available at additional cost. 


Write for Information 
and Prices 


NORTHBROOK. ILLINOIS 


AUSTIN 


CLD-56 
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News Notes 
From N.A.E.D. 


By Alfred Byers 


Executive Secretary 
National Association of Electrical Distributors 


EXECUTIVE COMMITTEE, 
BOARD OF GOVERNORS MEET 


These meetings took place last 
month at the Greenbrier, White Sul- 
phur Springs, West Virginia. Mr. 
George F. Hessler, Graybar Electric 
Co., Inc. New York, presided as 
N.A.E.D. president 

Four full days were spent in a thor- 
ough discussion of NA.E.D. programs 
and activities. Definite plans were com- 
pleted also for the program of the 
iSth Annual Convention of N.A.E.D., 
to be held in Chicago next May. 

Matters affecting the business of 
members in the Apparatus and Supply 
Division, and the Appliance Division, 
were considered. A complete report 
of the entire meeting is being distrib- 
uted to every member of the associa- 
non. 

Attendance of members of the board 
of Governors and of Executive 
Committee excellent. Executive 
Director Chas. G. Pyle was impressed 
by the considerable amount of impor- 
tant business which was handled by 
this meeting. He feels it more 
than usually constructive in the inter- 
ests of advancing the position of the 
electrical economic 
factor 


the 
was 


was 


distributor as an 


N.A.E.D. MEMBERS MET IN 
FOUR AREAS LAST MONTH 


Area meetings for N.A.E.D. mem- 
bers, and their key men, were held last 
month in Omaha, Kansas City, Dallas 
and St. Louis. Each one was attended 
by your reporter, representing associa- 
rion headquarters. With the exception 
of St. Louts, the meetings were lunch 
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eon meetings. The St. Louis meeting 
was arranged as an evening dinner 
meeting at the Missouri Athletic Club 
and proved very popular. 

At Omaha, two members of the 
N.A.E.D. Board of Governors from 
Zone 7 served as co-chairmen of the 
meeting, namely, H. G. Carlson, Elec- 
tric Fixture and Supply Co., Omaha; 
and G. J. Timmermann, Midwest- 
Timmermann Co., Davenport, Iowa. 

At the Kansas City meeting, Walter 
S. Blue, Columbian Electric Co., that 
city, presided as a past member of the 
board from Zone 7. 

P. H. Rawlinson, Electrical Supply 
Corp., Dallas, board member from Zone 
8, was to have presided at the Dallas 
meeting but was on vacation at that 
time. However, former Zone 8 board 
members—C. M. Mackey, Westing- 
house Electric Supply Co., Dallas; and 
J. P. Hamblen, Southern Electric Sup- 
ply Co., Houston, very ably co-operated 
in conducting the meeting. 

The head table at the St. Louis meet- 
ing included two board members from 
Zone 7, Herbert S. Schiele, Artophone 
Corp., St. Louis; L. E. Barrett, Barrett 
Electrical Supply Co., St. Louis, the 
chairman of the Apparatus and Supply 
Division of N.A.E.D.; and C. E. Butler, 
Jr., Butler Electric Co., Inc., St. Louis, 
chairman of the Fan and Ventilating 
Committee 

Attendance at all meetings was good 
and in a number of cases members 
came from some distances to be pres- 
ent. Reports on current N.A.E.D. acti- 
vities, and some now in the planning 
stage were made. However, the general 
discussion of conditions in the appli- 
ance and in the apparatus and supply 
distribution fields of the industry high- 
lighted the sessions 
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Make APPROVED box-to-conduit 
grounds this LOW-COST way 


Just slip a T & B Grounding Wedge 
over the wires—and clamp it in place 
quickly ... easily . . . lastingly 


HERE'S WHAT YOU GET 
With these T & B Grounding Wedges, you get 
triple assurance of continuity bonding to ground, 
because ... 

1. Bonding screw bites firmly into bushing, for 

a tight wedge and a lasting bond 


2. Flange fits snugly between box wall and con- 
duit threads 


3. Springy bronze body maintains high-conduc- 
tivity path to ground. 


And with these universally approved fittings, you 
get quick inspection OK’s. 


HERE'S HOW YOU SAVE 
You can slip the wedge right over old wiring, 
without disturbing it at all. You turn it so 


screws are easy to tighten. You do away 


with inside lock-nuts—and most of the 


time, with bonding jumpers too. 


(If you do need a jumper, just 
connect it to the bonding screw.) 


THERE'S A 


You convert standard bushings, of all 
conduit sizes, to approved grounding iy 
bushings in a few seconds, with ordinary tools. ‘ ENGINEERED 
PRODUCT 
for every 
ENGINEERED RIGHT . . . DISTRIBUTED RIGHT? Grounding Wed, iges are of th many TUB | 
lity fittings recently re-desi ned to give performance at lowest installed costs. Likeall T H 
fenegs, they’re furnished om the Plan 100% through your local T & B distributor. For further © in the a 
information or samples,.see your local r ¢ B distributor, or write us. . complete T& B. 


THE THOMAS & BETTS CO. feensichon 


34 Butler Street be Bk 
Elizabeth 1, New Jersey 


MANUFACTURERS OF ELECTRICAL FITTINGS SINCE 1898 
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RAND. 
ny YOUR CUSTOMERS ARE 
| WAITING FOR THIS 
 PROFIT-MAKER! 


ACTUAL SIZE 


Trine’s NARROW push buttons are a cinch 
to sell. ALL your customers should carry this 
line . . . needed for the narrow door frames 
of present day home construction. Dealers 
are looking for a number like this! 


THIS NEW MERCHANDISING DISPLAY > 
WILL BE THE BUSIEST 12” IN THE STORE. 


Permanent, compact display sells all day, 
every day. Why not feature three No. 24 
Profit Deals (one for counters, one for win- 
dows, one for hanging) and TRIPLE SALES! 

PROFIT DEAL NO. 24 
Display containing 4 samples of different 
finishes shipped set up. Eyelets for hanging, 
easel for standing. Deal includes working 


stock of 20 pieces with screws; individually 
boxed units. 


ORDER YOUR DEAL TODAY! 


World's leading maker of Electric Push Buttons 


(Continued from page | 19) 

should perform to prove worthy of 
your hire. 

e “What Have I Done?”—I feel so 
strongly about this that I advocate the 
practice of a great deal of self-analysis. 
We should look the facts squarely in 
the face, and say to ourselves—"Unless 
I have done my job, I cannot expect to 
merit a proper compensation for the 
services I render.” 

Good, introspective thinking and 
correction of your affairs today will 
put your business in a sound operating 
position for tomorrow. Then you will 
be prepared to weather the readjust- 
ment periods that are bound to come, 
and be ready to become a vital part of 
the larger picture that I paint for the 
“Road Ahead.” 


Accent On The Future 
(Continued from page 76) 


times as much light per watt as an in- 
candescent bulb, and will last at least 
four times as long. This is a startling 
relationship,” he declared. “It means 
that when lamp output and longevity 
are combined, one of the new 1000- 
watt mercuries is the equivalent of 10 
1000-watt incandescent lamps.” 

e Convention Sidelights — Charles 
G. Pyle, executive director of NAED 
congratulated A. J. McGivern on “the 
usual splendid program you organized.” 
Mr. Pyle was a guest at the meetings 
and gave a short talk at the first day's 
session. He told the members he was 
surprised to learn that the Lake Michi- 
gan Club had no charter, kept no 
minutes and levied no dues. “Wish we 
could do the same with the national 
association,” he commented. 

The annual sessions of the Lake 
Michigan Club date back to 1929, the 
year in which the organization was 
founded. 

As usual, the weather at French Lick 
was perfect. Fine for golf which fol- 
lowed each morning meeting, but not 
for the farmers in that Hoosier terri- 
tory. Prior to the convention, the coun- 
tryside had been scorched with nearly 
a month of consecutive rainless days. 

B. Tonquest of LaSalle Electric Sup- 
ply Co., LaSalle, IIL, won the club's 
coveted golf trophy. His gross score— 
67. 

Politics came in for some lively dis- 
cussion in the “off” hours at French 
Lick. Here too, forecasts for the future 
in this election year were many—and 
decidedly varied. 


The ladies weren't forgotten in the 
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rush of business and pleasure at French 
Lick. Al Sommer, chairman of ladies’ 
entertainment, furnished a program of 
golf, bridge, luncheons and_ other activi- 
ties for the wives. 

By unanimous consent, the commit- 
tee nominated and elected “in one clean 
sweep” Fred R. Eiseman, Jr., Revere 


Elec Supply Co., Chicago, as its new a 7 e 
with® @® choice of materials 


underwriters acceptance 


(Continued from page 105) 
all lie within the Missouri River basin, d d bl H 
scene of five federal-planned hydro- | epen abie service 
electrical projects. The electric compa- | 
nies’ nine-year expansion of facilities 
here will provide caiaiae with 104 des I g n an d wo r k mans h 1 p 
per cent more generating capacity than 
the 1945 level. *For McGill guards the handles, sockets, cages and miscellaneous parts 

The West South Central region, land are carefully selected for their resistance to the wear and abuse of 
of oil, natural gas, agriculture and | rugged usage and their ability to stand up longer under the most exact- 
booming cities is making tremendous ing conditions. Important among the new McGill materials is impact 
economic gains. Electric generating ca- | resisting molded phenolic for handles — the 
pacity has dovetailed with this eco- | ’ same material as used in your telephone. Be sure 
nomic growth, and by 1954 the area to specify McGill guards for your safety and 
will draw on 6,930,290 kilowatts—a convenience because McGill is always first with 
nine year increase of 237 per cent. portable lighting improvements. 

Reaching from the Canadian to the = » 
Mexican borders, the Rocky Mountain Available from your electrical wholesaler 
area contributes mining, agriculture, 
livestock, recreation and industry to 
the national economy. By 1954, electric 
companies will have boosted generat- ™ strain relief and cord seal, Levolier ; 


ing capacity 138 per cent higher than ; W switch. Electrically welded heavy steel 
in 1945 C . wire cages, zinc plated, 100 watt cage. 
in Open end cage 7001 SR. Hardwood 
The Pacific Coast region, including ; handle 8000 SR. Write for Catalog 


Washington, Oregon and California, is t No. 4. 
the fastest growing of the nation’s nine 
power areas. Highly diversified agricul- 
ture and industry are showing phenom- 
enal growth. Expansion of electric 
power has been just as phenomenal, 
too. Private utilities will supply 7,326,- 
000 kilowatts of generating capacity, 
amounting to 118 per cent more than 
the 1945 level, in spite of active gov- 
ernment competition. 

This, then is the electric companies’ 
story. By 1960, national generating ca- No. 7000 SR He. 5085 S18 
pacity will have tripled the 1945 level Reflector and Switch mapas 
and enabled private enterprise to sup- Underwriters’ Laboratories Inc., Inspected 
ply more power to more people for less | 
federal tax spending. 

Major Construction Still 
At High Level 

WASHINGTON, D. C—In most 
major Construction Categories, activity 
during September continued at high 
levels, which is usual for this time of 
year, according to preliminary esti- 


mates of the U. S. Deparcment of | jMeGILL Manufacturing Co., Inc., 250 N. Campbell St., Valparaiso, Indiana 
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325. PEORIAST. 


SPADE SIGN REFLECTOR 


Designed for small and medium sized signs, 
this unique one-piece reflector is ideal for 
store-front lined, yet in- 
conspicuous, it does not obstruct view of 
sign. Rust-proof, weatherproof, easy to 
wire, it mounts on a shorter '2” pipe arm. 
Light distribution is wide on the sign with 
straight line cutoff at upper edge. 


ROUND ANGLE SIGN REFLECTOR 


Generally used for gasoline station advertis- 
inz, these efficient reflectors are in service 
everywhere—lighting all kinds of signs from 
“Tourist Rooms” to full sized bulletins. 
The forty-five degree axis of light distribu- 
tion insures proper lighting of the bottom 
of the sign. Sizes range from 40 watts to 
500 watts. 


RECTANGULAR SIGN REFLECTOR 


Widely used for wall signs and bulletin 
boards, these reflectors produce a uniform 
distribution of light over a wide vertical 
area. The contour is such that a straight 
line cutoff of light at the top of sign is 
obtained without spillage, scallops, or shad- 
ows. Sizes range from 50 watts to 1500 
watts. 


Send for Bulletin No. 8 


QUADRANGLE MFG. CO. 


CHICAGOT, VAL. 


Labor, Bureau of Labor Statistics and 
the Building Materials Division. 

New construction expenditures for 
September totaled $3,112 million, 
about the same as August, to round 
out the largest quarterly volume on 
record—$9.3 billion. The third quarter 
volume in 1951 was $8.7 billion. 

Private expenditures for September 
totaled $2,037 million and public 
$1,075 million 

All major types of new public con- 
struction, except public housing, 
showed an increase over the year. The 
record volume for July-September 
1952 compared with that for the third 
quarter of 1951, shows that private 
residential building and public utilities 
construction was higher and private 
nonresidential building was lower— 
each by 9 per cent. Private new con- 
struction as a whole was up by 3 per 
cent. 

For the first 9 months combined, 
private expenditures this year were 
slightly under last year’s total—$16.1 
billion. Public construction totaled $8.1 
billion. It was up by a fifth. largely as 
a result of increased Federal spending 
particularly in the first half of the year 


Funkhouser Buys Interest 
In Electric Firm 
' MUSKEGON, MICH.—J. O. Funk- 


houser, Jr., a sales representative at 
Campbell, Wyant and Cannon Foundry 
Company, has purchased an interest in 
the Independent Electric Company. 
The corporation, one of Muskegon’s 
largest electrical concerns, is headed by 
Joseph A. Taylor and Frank E. Wilson. 

Mr. Funkhouser, a graduate of Duke 
University, came to Muskegon from 
Hagerstown, Md. He has been sales 
representative at Campbell, Wyant and 
Cannon for the past ten years. He is a 
member of the Society of Automotive 
Engineers, the Muskegon Century and 
Country clubs and is married to the 
former Miss Roberta Koehler of 
Muskegon. 


Clark Controller 
Expands Sales Force 
CLEVELAND, OHIO—A new mo- 
tor starter developed by the Clark 
Controller Co., indirectly resulted in 
[the promotion to salesmen of seven 
factory and office workers. The seven 
men, averaging ten years of service 
with Clark Controller, were selected 
| from 1270 factory and office employees 
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CALENDAR OF EVENTS 


National Electrical Manufacturers Assn. 
Haddon Hall Hotel 
Atlantic City, N. J. 
November 10-13 


Southeastern Electrical Wholesalers 


Conrad 


Assn., Inc. 
Atlanta Biltmore Hotel 
Atlanta, Ga 
January 15-16, 1953 


National Association of Home Builders 


Hilton Hotel 


Chicago, Ill 
January 18-22, 1953 
Plant Maintenance Show 
Public Auditorium 
Cleveland, Ohio 
January 19-22, 1953 
‘ Eighth Industrial Electrical Exposition 
Terrace Room 
Newark, N. J 
March 10-13, 1953 
National Electrical Manufacturers Assn. 
Edgewater Beach Hotel 
Chicago, Ill 
March 9-12, 1953 
Edison Electric Institute 
Annual Sales Conference 
Chicago, 
March 30-April 2, 1953 
Second Electrical Industry Show 
Conrad Hilton Hotel, 
Chicago, Ill. 
May 11-14, 1953 


for specialized training to fit them into 
the company’s new merchandise sales 
program. 

The new sales representatives and 
their assignments are: Thomas J. Fur- 
long, Cincinnati office; William H. 
Hegedus, Akron office; Fred J. Hodg- 
son, New York office; Donald E. Krahl, 
Columbus, Ohio office: Philip L. Offen 
hauser, Philadelphia office; James C. 
Prochaska, Moline, IIL, office: and 
Lloyd C. Watson, Milwaukee office. 

Vice President E. R. Jung presided 
at the graduation of the new salesmen 
upon completion of the sales training 
course. The company's new marketing 
department is managed by L. H. Mc- 
Clure. The sales training course was 
developed under Mr. McClure’s direc- 
tion by Mr. Carl C. Tinstman, in charge 
of company training and Mr. W. J 
Bergen, assistant manager of merchan- 
dising. 


Graybar Appoints Turner 
Operating Manager 
JACKSON, MISS.—J. M. Turner 


has been appointed operating manage: 
for the Graybar Electric Company's 
Jackson, Miss., branch. The appoint- 
ment was effective on October 1. 

Mr. Turner joined Graybar in Jan- 
uary 1946, as a selector at Beaumont, 
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One Jefferson Serves Variety 
of Voltage Requirements 


* Connect to 
460- or 230-volt line 


Provide 230- or 115-volt 
* secondary current 


@ Jefferson Air Cooled Power Circuit Transformers, 
with universal voltage ratio design, reduce the stock 
required to meet a variety of requirements. Leads are 
provided for two primary and two secondary voltages. 

This feature makes it possible to meet varied re- 
quirements with smaller investment. Longer mainte- 
nance-free life is another advantage, based on conserva- 
tive capacity ratings that provide more than adequate 
safety margins. The ample construction design also 
reflects quality —large, roomy wiring compartments, 
handy knockouts for rigid or flexible conduit con- 
nections, and sturdy mounting brackets. 

Approved by Underwriters’ Laboratories, Inc. 


Use of Jefferson Trone- 
Linen ofhighe JEFFERSON ELECTRIC COMPANY 


current — saves copper, i 

conduit, etc. Made in Beliwood, Illinois 

capacities from 50 to In Canada: Canadian Jefferson Electric Co., Ltd., 
5000 watts. 


384 Pape Ave., Toronto, Ont. 


POWER CIRCUIT 


TRANSFORMERS 


DRY TYPE 
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Tex. He became operating manager 
there in February 1950. Nine months 
later he was recalled to active duty 
with the marines and served a year in 
Korea. Upon return from service 
Turner worked at various assignments 
at the Houston, Tex., branch. 


Acme Electric 
Elects New Officers 


CUBA, N. Y.—Charles H. Bunch, 
president of the Acme Electric Corpo- 
ration, has been advanced to chairman 
of the board. The directors also elected 
James A. Comstock to succeed Mr. 
Bunch as president. 

Mr. Bunch who helped found the 
company in 1917, held the office of 
president since 1942. Prior to becom- 
ing president, he held various other 
offices in turn, from engineer, treasurer, 

1. The “Visualier™ . . . the aristocrat 
of the Garcy line... long recog- 
nized as the finest in school and 
office lighting. Has illuminated 
sides and 45° x 45° shielding. 
Recommended where the customer 
wants the finest in appearance, 
quality and efficiency. 


2. The “Thin-Panel”™ graceful 
design and high-quality construc- 
tion at a moderate price. . . ideal 
for stores and offices. Plastic or 
metal side panels, 2-lamp or 4-lamp 
units, fluorescent or slimline. 


Charles H. Bunch James A. Comstock 


to sales director. As director of sales 
he made many friends in this country 
and abroad. 

Mr. Comstock joined Acme Electric 
in 1930 as chief engineer. He attended 
Toledo College and is well experienced 
in the design of transformers for radios, 
television sets, neon signs, fluorescent 
lighting and power applications. He 
has been executive vice president of 
the company since 1946. Besides being 
a member of the Illuminating Engi- 
neering Soc., Mr. Comstock is a mem- 
ber of the American Institute of Elec- 
trical Engineers, a registered Profes- 
sional Engineer, and an inventor with 
many patents to his credit 


3. The “Gar-See-Lite” . . . probably 
the lowest priced quality fixture on 
the market today. Most versatile, 
too, with a choice of plastic, illu- 
minated metal or opaque metal 
side panels, 2-lamp or 4-lamp units, 
fluorescent or slimline. 


In addition—here are other popular Garcy fixtures 
for a wide range of lighting applications . . . 


Thomas & Betts Expands 


TROFFERS: |, 2 0r 3 
lamp rows; 4, 6 or 8 
ft. lengths. Louvered, 
glass-bottom, or lens. 


CIRCULUX: for sil- 
vered bow! lomp. Sur- 
face, recessed or pen- 


dant mounted types 


INCANDESCENT Units 
Swivel display, re- 
cessed, pendont hang- 
ing, and Spot-a-Lites. 


ADDA STRIP for slim- 
line or fluorescent 
lamps. Lengths 18 
inches to 96 inches. 


Plant by 69,000 Sq. Ft. 


ELIZABETH, N. J. — Additional 
facilities which are expected to speed 
up deliveries to customers and provide 
room for continued expansion for the 
Thomas & Betts Co., will be completed 
in December. A 31,000 square-foot 
building for shipping and storage will 


New Garcy Catalog 
Ready Now! Write for Copy 


GARDEN CITY PLATING & MFG. CO. 


1740 NORTH ASHLAND AVENUE 
7‘ CHICAGO 22, ILLINOIS 
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top off a five year building program. | 


A recently finished 38,000 square-foot 
building for raw material and new pro- 
duction equipment already is in oper- 
ation. The new structure is being built 
adjacent to the company’s plant in 
Elizabeth. 

N. J. MacDonald, vice president of 
Thomas & Betts, believes the additional 
facilities will provide rcom for con- 
tinued expansion in the next few years. 
The present construction program costs 
between $600,000 and $700,000. This 
includes the purchase of three and a 
half acres of land for future expansion 
and parking areas. 


Braid Electric New Dist. 
of American Kitchens 


CONNERSVILLE, IND. — Braid 
Electric Co., of Nashville, Tenn., will 
be the exclusive distributor for Amer- 
ican Kitchens for Nashville and the 
middle portion of Tennessee, according 
to an announcement by C. F. Hastings, 
American Kitchens general sales man- 
ager. The new distributor has the com- 
plete American Kitchen line on hand 
ready to serve the dealers in the area 


General Operating 
Manager Named By Wesco 


NEW YORK, N. Y.—Thornton S. 
Thomas, general stores manager for the 
Westinghouse Electric Supply Com- 
pany, has been appointed to the addi- 
tional duties of operating manager. A 
veteran of 29 years in the electrical 
field, he will make his headquarters in 
New York. 

Mr. Thomas became eastern zone ac- 
counting representative for Wesco in 
1947 and in 1950 he was named gen- 
eral stores manager. In his new duties 
he will be responsible for the installa- 
tion and direction of expense and in- 


ventory control programs for the com- | 
pany’s 17 districts and 111 branches | 


throughout the country. 


NEDA Elects Officers 
For 1952-53 

CHICAGO, ILL.—L. B. Calamaras, 
executive vice president of the Nation- 
al Electronic Distributors Association, 
has announced the names of new of- 


ficers following elections held during | 


NEDA’'s Third Annual Convention and 


Manufacturers’ Conference held in At- | 


lantic City, N. J. 
Officers for 1952-53 include: W. D. 
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RODUCTS 


The ease and speed with which “Latrobe” Prod- 
ucts are installed cut time and labor costs sub- 
stantially. The same directness of design that 
makes for these fast installations also helps assure 
smooth, trouble-free service. 


Improved 
Adjustable 
Watertight 
Floor Box 


Tom Thumb 


Utility Outlet Receptacle 


Nozzle 


Fullman 
“LATROBE” PRODUCTS 


Supreme Quality 


Pipe or 
Conduit 
Hanger 


Insulator Support 


—_ 


Cable Staple 


Sold Only Through Wholesalers 


FULLMAN MANUFACTURING CO. 
LATROBE... . PENNSYLVANIA 
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MIGHTY! 


* WIRE 
CONNECTORS 


* MONEY! 
TIME! 
TROUBLE! 


Scientifically designed to accommodate more wires in less space, DE* Wire 
Connectors perform wire-connection miracles! No tape . . . no solder . . . no tools. 
Just a twist of the finger guarantees a pull-proof, vibration-proof, weather-proof 
wire connection every time! There's a UL-listed DE* Connector “custom made” 
for every job... large or small... a wider variety than any other line! 


BAKELITE CONNECTORS 


FOR STANDARD WIRING JOBS 


(Helical Cone 
No. DE-13 Spring Type) 
SMALL-~ Capacity 
2,3 or 4 218 Solid; 
or 3 218 Stranded 
No. DE-14 
STANDARD-~—Capacity: 
4 216 Solid; 
or 3 214 Solid 
No. MA-1-SI 
INTERMEDIATE 
Capacity: 2 or 3 #12 Solid: 
or 4 £14 Solid 
No. DE-16 
LARGE -Capacity 


3 #10 Solid; or 4 212 Solid No. DE-16 


No, DE-13 


(Brass Set Screw Type) 


BAKELITE 
CONNECTORS 


FOR HEAVY WIRING JOBS 


No. MA-1 
Capacity: 
2, 3 or 4 £18 Solid; 
2 or 3 £14 Solid; 
#12 Solid 


PORCELAIN 
CONNECTORS 


(Molded Thread) 


FOR EXTRA 2 
ECONOMY aon any job! 


AVAILABLE IN 4 SIZES: 


No.0 
MIDGET 
No. 4 
STANDARD 


No. 3 
SMALL 

No. 6 

LARGE 
Capacity range: From 2 or 3 No. 18 
solid or stranded to 3 No. 14 solid or 2 
No. 12 solid or stranded 


*DE...DOUBLE ENGINEERED: 


INSIDE for safety...permanence...maximum holding strength 
OUTSIDE for easy finger grip...neatness...super compactness 


IMMEDIATE DELIVERY FROM STOCK 


For FREE samples . plus catalog sheets and price lists 
request on company letterhead to Dept. £41, AL 4-4060 


New York 12, N. Y. 


Jenkins, Radio Supply Co., Richmond, 
Va., president; Dahl W. Mack, Scran- 
ton Radio & Television Supply Co., 
Scranton, Pa., first vice president; Ger- 
ald E. Murphy, Electronic Supply 
Corp., Battle Creek, Mich., second vice 
president; Max I. Epstein, Federated 
Purchaser, New York, N. Y., treasurer; 
and J. Howard Klein, All-State Dis- 
tributing Co., Dallas, Tex., secretary. 
Aaron Lippman, Aaron Lippman & 
Co., Newark, N. J., was unanimously 
re-elected as chairman of the board. 


Third Riley Joins 
English Wholesaling Firm 


Distributors who attended the Atlan- 
tic City convention in June and had 
an opportunity to meet Harry Riley, 
managing director, John Riley & Son 
(Electrical), Ltd., will be interested in 
the following bulletin: 

SHEFFIELD, ENG.—John M. Riley 
has entered the electrical wholesaling 
firm of John Riley & Son (Electrical ), 
Ltd., following his graduation from 
Cambridge. Mr. Riley becomes the 
third generation active in the firm. 


Fixture Tools, Dies 
Sold By Spero Electric 
CLEVELAND, OHIO—The Spero 


Electric Corporation has sold its tool 
and die equipment, for the manufac- 
ture of fluorescent fixtures, to the Sun- 
Lite Manufacturing Co., of Detroit. 

The regular production and opera- 
tion of Spero Electric will in no way 
be affected by this transaction. Expan- 
sion of all lines is now taking place and 
several items are also in the 
process of development 


new 


ROBERT JUDE was appointed vice 
president and sales manager of North- 
land Electric Supply Co., of Minnne- 
apolis, Minn. Mr. Jude traveled for 
Northland in North Central Wisconsin 
tor 28 years 
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Graybar To Supply 
First N.E. UHF Station 
BRIDGEPORT, CONN.—Construc- 


tion on New England's firss UHF com- 
mercial television station was started 
late in September. The station WICC- 
TV, which will be a model after which 
UHF stations in other localities may be 
patterned, is expected to go on the air, 
channel 43 at Bridgeport, by January 
1953. The Federal Telecommunication 


Laboratories, for which the Graybar ! 


Electric Company, Inc., is the distribu- 

tor, will supply the transmitter, master 

control and other studio equipment. 
Philip Merryman, president, South- 


CONTRACT for studio and transmit- 
ting equipment for the new UHF sta- 
tion WICC-TV is signed by Philip 
Merryman, president and general man- 
ager. Looking on are (I. tor.) Thomas 
G. Gallatin, Graybar Electric Co., dis- 
tributor which will furn sh the eniin- 
ment, and station officials Wallace 
Dunlap, Mr. Merryman and Manning 
Slater 


contract with Graybar covering the 
studio and transmitting equipment. 
Part of the complete station “package” 
to be supplied through Graybar, will 
consist of tower, antenna, cameras, 
lighting and wiring plus other electri- 
cal equipment. WICC-TV, locally 
owned but affiliated with the American 
Broadcasting Company, will cover 
southern Connecticut and the eastern 
half of Long Island. 

Under terms of the equipment con- 
tract, the UHF television station will 
be used by Federal Telecommunication 
Laboratories to field test its laboratory 
developments in new television equip- 
ment under actual operating conditions. 


Honeywell To Open 
New Defense Plant 


Minneapolis - Honeywell Regulator 
Co. will open a new manufacturing 
operation in Minneapolis soon to take 


November, 


ern Connecticut and Long Island Tele- | 
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CERTAIN 


BRANDED JACKETS! 

No mistake... You know you 
are getting Certified. You read 
at a glance cable type, size, 
voltage, “PIT6BM”. . . which 
indicates approval by the Penn- 
sylvania Bureau of Mines, and 
acceptance for listing by the 
U.S. Bureau of Mines. Easy to 
is repeated 
every 2 feet. 


With Bronco 60 Certified you 
know you are getting a full 60% 
by weight of Neoprene in your 
cable’s protecting jacket because 
its contents are certified. 


More Neoprene makes long-last- 
ing Bronco 60 Certified more re- 
sistant to oil, acids, alkalis, ozone, 
gasoline, salt water. 


In addition, with Bronco 60 Cert- 
ified you get: 1. Cold Rubber 
Insulation. 2. Branded Jackets. 
3. Superior Flexibility. 


So, BE CERTAIN, GET CERTIFIED 
— the greatest cord value on the 
market! 


WESTERN INSULATED WIRE CO. 


Los Angeles 58, California 
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PIERCE 


Quality 


FUSES 


TUBULAR ARCH 
ASSURES 


— Continually correct 

knife blade alignment 

with no locking device 

— Constantly perfect Clip 
contact 

— Greater overall strength 


CONSTRUCTION 


— Provides perfect ventilation 
) > Keeps Pierce Fuses 10 to 40% cooler 
— Prevents fuse blowing during safe 
overloads 

— Prevents after blows by allowing 
dangerous gases and pressure 

to escape readily 
— Gives 6 to 8 times longer case life 


SCREEN VENTED 


QUALITY CONSTRUCTION MEANS 
NO COMPETITION .. 


Pierce is the top quality fuse, and there are no 
cut prices. Pierce's reputation for better protec- 


tion and longer life makes Pierce easy to sell 
and a perfect repeat order item 


All Pierce quality Fuses are equipped with the 
Famous Balanced Lag Links. 


WRITE TODAY for the factual bulletin shown at right 


Start NOW to profit with Pierce Quality Renewable Fuses 


Also a complete line of quality non-renewable fuses 


PIERCE RENEWABLE FUSES, INC. 


LEICESTER NEW YORK 


JOSEPH A. CLACKER has been ap- 
pointed to the position of credit 
manager of the Barrett Electrical Sup- 
ply Co., St. Louis, Mo. Mr. Clacker 
joined the Barrett organization in 
1943 as a stock clerk 


care of expanded defense production, 
Harold W. Sweatt, president, announc- 
ed recently. 

The 38,000-square foot building, 
leased from the A. Smith Carpet Co., 
will be converted for production work 
as Honeywell's eighth manufacturing 
plant in the city and the second new 
plant announced by the firm recently. 


Stuart M. Anson, manager of West- 
inghouse Worcester office, has retired 
after 37 years service. He served at the 
Worcester office since 1915. 


Lappin Sales of Cincinnati, Ohio, has 
moved into new larger quarters located 
at 947 West Sixth Street. The space is 
20,000 square feet in area—all on one 
floor. In addition there are several of- 
fices and several display rooms for vari- 
ous lines. Lappin has a large sales force 
covering six-and-a-half states, and sell- 
ing to wholesalers exclusively for the 
manufacturers 


The National Electronic Distributors 
Association's fourth annual convention 
and manufacturers conference will be 
held in St. Louis, Mo., from September 
14 to 17, 1953. 


A 50,000 square-foot electronics 
plant, which will be Sylvania Electric 
Products new electronics division 
headquarters, was dedicated recently at 
Woburn, Mass. The plant employs 
approximately 850 persons. 


The largest single distributor ship- 
ment of radio and TV receiving tubes 
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by G.E. into the midwest area was 
destined for the Pioneer Radio and 
Supply Co., Chicago. The tube ship- 


ment was trucked in from General 


neue warehouse center at Owens- | FARADAY 
SIGNALS FOR INDUSTRY 


‘ : When you stock and sell name 

fee brand equipment, you are doing 
everyone a service. She complete 
Faraday line—either individual 
devices or complete signaling sys- 
tems—is “tailor-made” to suit 


ward Hardin as president of the Ama- 
rillo (Tex.) Hardware Company. He 
has been with the company 38 years. 


E. W. Pipkin succeeds the late Ed- | 


A. George Lichtenstein, president of 


the Garfield Electrical Supply Co., New every department noise level. i. 

York City, has announced plans to erect Model ATL-700 bell (left) is a x 

a two story showroom and warehouse typical in-plant vibrating bell built 5 

building at Tarrytown Road and Gib- for rugged use. Be top-bread con- ” 
scious your next stock order and 

son Ave., White Plains, N. Y. keep your customers with Fara- 3 e 

The company will continue to oper- day units. $ 2 


ate its branches at 68 E. 116th St., and 
111 W. 23rd St, in New York City 


The nine million kilowatts of gen- 
ing apa ity scheduled to be added 

duced to 7.2 million kw because of 


cut-backs, shortages and effects of the Stock a complete line 
wee! strike of the best in signaling equipment 


Harry E. Thompson, director of re- Be sure you have it 


search for Anaconda Wire and Cable 
Co., was a member of the discussion when they need it! 
panel of the Metropolitan Section of 
the American Society for Quality | : i 
Control. 


The RCA Victor Division of the | FARADAY SIGNALS 
Radio C ati f America, by 
The Seove Camgeny, FOR THE HOME 
has made its entry into the gas and 


electric range business, as well as the Despite the slack-off in more ex- 
gas and oil heater field. pensive housing, residential wiring t 
continues to be a busy field. Here we 
again, quality of product, delivery | ae 


A new $1,250,000 building project | time are important factors in keep- ; 
will soon be under construction at the ing customers on schedule 
and pleased with results NO. 500 BELL 
Sturtevant division plant in Hyde Park, . ; 4 
divi Stock a complete line of Fara- 
' day push buttons and signal- 
sion manufacturers air conditioning > ing devices to have the best 
equipment, commercial fans and ~“ on hand when it’s needed. 
blowers. 


Appleman Art Glass Works, Bergen- 


field, N. J., has changed its name to 


Electriglas Corporation ) HOLTZER-CA8OT FARADAY STANLEY & PATTERSON ( 4 


CONSOLIDATED BY: 
H. C. Moses, Chicago district man 


ager for The Thomas & Betts Com- Fz 
pany, spoke at the recent electrical RL. 3 
modernization conference of the Elec- ADRIAN, MICHIGAN | 


tric Association. Mr. Moses noted that % BELLS - BUZZERS « HORNS « CHIMES + VISUAL : 
due to the copper shortage, there is an Py AND AUDIBLE PAGING DEVICES AND SYSTEMS fi 
urgent need for knowledge about alu- 
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minum clecerical wire and cable. If 
handled properly he said, performance 
of aluminum conductors will equal that 


of copper. 


The Necchi Sewing Machine Sales 

Corporation has acquired sole distribu- 

| tion rights in the Unized States for the 

; Swiss made light-weight Elna portable 

sewing machine, it has been announced 

| by Leon Jolson, president of Necchi. 

| Distribution will be through the 1800 

outlets presently used by the Necchi 
Co 


Lightolier, Inc., has a new contribu- 
tion co retail lamp sales—an eight page 
booklet which presents in an editorial 
manner high spots from the company’s 
lamp collection 


The Statler Hotel in Washington, 
D.C., has installed an RCA multiple- 
outlet television antenna system and 
purchased RCA Victor TV receivers 


It takes a long time to heat a block of 


suort copper hot enough to melt a piece of 


CIRCUIT Be 
LINK 


When the tripping tem- 
perature of the Trion's 
Therm-A-Trip melts the 
contact release, the mova- 
ble contact driven by its 
heavy spring opens the 
circuit, 


solder attached to it. Trion’s patented 
contact-release works in the same way. 
The solder of its contact-release melts 
only when the copper mass of its mova- 
ble contact becomes sufficiently hot. 


Trion’s Therm-A-Trip element of solid 
copper is matched to the thermal ca- 
pacity of the motor or transformer 
it protects. 


Trion blows only when temperatures 
rise due to “sustained” over-currents. 
It has the longest safe time-delay of any 
fuse — five times longer than ordinary 
fuses. Thus does it give fullest pro- 
tection and prevent many unnecessary 


for all of its 1000 guest rooms and 
suites. The system picks up signals from 
Washington's four stations by means of 
a single master antenna array, boosts 
the strength and feeds them co all 
receivers. 


The Admiral Corporation, due to 
increasing production and materials 
costs, has increased the price on two 
clock-radio models, $2-3, and boosted 
the suggested eastern list price of its 
table radio-phonograph combination, 


shut-downs. $10 


1 Short Circuit Protection: 
Instantaneous cut-off on a short circuit. 
The short circuit link blows instantly. 


2 Overload Protection: 
THERM.-A-TRIP’s positive matched heat control 
— with the longest safe time-lag of any overload 
protective device rovides safe starting for 
motors, and protection Reus single phasing. 


3 Cooling: 
Trion’s ewe watt loss makes it the coolest opera- 
ting fuse of any type. Trion prevents overheating of 
switches and fuse clips. 


A TRION FOR EVERY CIRCUIT. Trions are available in 141 Standard 
Sizes ranging from 1 to 600 amps for both 250 and 600 Volt circuits. Other 
sizes for these same voltages range from 1/10 amp to 9 amps. Midget 
Sizes (34"' dia. by 1'3’’ long) vary from 1/10 amp to 10 amps. ASK FOR 
TRION OR WRITE FOR FREE TRION BULLETIN #506-A TODAY. 


Victor Ventilator Company began 
marketing a new line of attic fans on 
November 1. The attic fans come in 
three models, 36 and 42 inches. 
Each can be mounted either vertically 
or horizontally 


Employment at Westinghouse’s Mans- 
field, Ohio, plant will be in excess of 
7,500 by December 1. Production in 
the appliance division is expected to 
increase 25 per cent in a few months 
to build up dwindling inventories of 
electric housewares 


A television transmission line meet- 
ing the special requirements of UHF 
reception was developed by RCA en- 
gineers and is being manufactured by 
the Anaconda Wire and Cable Com- 
pany. It is a completely new rooftop- 
to-receiver lead-in line which will 
improve the reception of UHF tele- 


THE CHASE-SHAWMUT co. 


€-Q-T Trionet 


O-T FUSE Wink casts. 
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PEOPLE IN THE NEWS 


George Sedlack has been promoted 
to the post of service manager for the 
Cory Corp. of Chicago, Ill, according 
to an announcement by J. W. Alsdorf, 
president of the corporation. Mr. Sed- 
lack, formerly a correspondent in the 


Cory Sales depar:ment, will head Cory’s , 


two divisions, Nicro Steel Products 
and Fresh'nd-Aire Co. 


Raymond O. Reinhardt has joined 
BullDog Electric Products Co., Detroit, 
as a field engineer, and he will help to 
serve the St. Louis, Mo., area under 
district manager E. N. Cahoon. Mr. 
Reinhardt attended Washington and 
St. Louis Universities and was formerly 
a member of the sales force at Scruggs- 
Vandervoort-Borney of St. Louis. 


L. F. Hickernell, chief engineer at 
Anaconda Wire & Cable Co., Hastings- 
on-Hudson, N. Y., has been appointed 
chairman of the Technical Program 
Committee for the 1953 Winter Gen- 
eral Meeting of the American Institute 
of Electrical Engineers, which will be 


PROMPT DELIVERIES 


Sizes 3 to 100 KVA 


PRECISION 


AIR-COOLED DISTRIBUTION 
Transformers 


FOR GENERAL LIGHT AND POWER SERVICE 
® Dual Voltage Design © Meets Latest 
NEMA Standards Class Fibreglas 
Insulation Rugged Compact Construc- 
tion Easy Installation 

 WRITE—WIRE—PHONE 
NEMA! FULL PARTICULARS 
AND FREE CATALOGS! 


TRANSFORMER DIVISION 
PRECISION WELDER MFG. CO. 
660 W. Grand Ave., Chicago 10, Ill. 
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HERE’S A 


in a ceiling or convenience ready-to-mount 
outlet...for open wiring 


No, 8319 Nail Assembled 


GREATEST ADVANCE 
Since the Introduction 
of the outlet box! 

A COMPLETELY Insulated 
Enclosure. 


ELIMINATE ALL THIS! 


8319 Box 
J + No. 8398 P.C. Cover 


CS, Count ‘em, ELEVEN! ! 


Eliminate all grounding, all grounding hazards (see Sec. 2541 c&d, 
3710c, and article 300 N.E.C.—and your local code). Saves Time. 
Saves Money. Simplifies inventory. Has real Sales 

Appeal. Best looking and SAFEST installation a- 

vailable anywhere. For open wiring in basements 

garages, cottages, aftics, etc. Put in a stock now— 

and simplify your inventory. 


Porcelain 
FINDLAY, 


Mi 
~ 
4 
) 
Reody-to- Mount Box 
list Price 50c each 
No. 8398 Pull Choin ear 
Lomp Receptacie Cover 
i List Price 65¢ each 
(2) Ca. or | 
2 Cable Connects Ne. 8298 F.C.) Nothing 
A 2 Neils to mount Henger Ber Ground Wire 
| NO Loose Screws NO G.W. Staples 
11 THIN 2 THINGS, Count ONLY TWO!! 
| 
| 


make 
better 


connections! 
coith 


Efcorlets. 


the better-fitting, longer- 
lasting, iron conduit bodies. 


@ Cleaner, carefully 
gauged threads 

@ Maximum room for wire 
pulling and splicing 

@ Rounded and bushed 
openings 

@ Larger radii to protect 
conductor insulation 

@ Threaded straight for 
perfect conduit align- 
ment 


make 
better 
connections 


through EFCOR's wide 
and complete distribution 


@ Most complete line 
available to you 


@ All electrical fittings for 
all installations 


@ Warehouses in all prin- 
cipal cities 


For FREE illustrated literature 
and price lists, contact your 
nearest wholesoler. 


look for the at- 
tractive red and 
black carton, 


Electrical Fittings Corp., Dept. U1 
é Woodside 77, New York 


held in the Hotel Statler, New York, 
from January 19 to 23. Mr. Hickernell, 
active in the institute’s committees and 
affairs for many years, was recently 
appointed chairman of the new Tech- 
nical Operations Committee also. 


James M. Toney has been ap- | 


pointed director of distribution for the | 


consumer products deparrment, RCA 
Victor Division, Radio Corporation of 
America. The appointment was effec- 
tive November 1. 


Don Bunders has been named quo- 
tation clerk and Dick Tinge is the new 
appliance specialist for the Northland 
Electric Supply Co. Minneapolis, 
Minn., distributors. 


Gladys Miller, decorating and mer- 
chandising consultant, of New York 
City, has been retained by the General 
Electric Lamp Division to conduct 
studies concerning the marketing of 
home lighting equipment. Miss Miller, 
also a noted lecturer, writes two weekly 
syndicated home furnishings newspaper 
articles and is decorating editor for 
Family Circle magazine. 


Ralph H. Justice has been placed 
in charge of the Greensboro, N. C., 
branch of Electric Wholesalers, Inc. He 
was sales and promotion manager for 
the company in Raleigh, N. C. 


Robert T. Cutler, president of 
Cutler Light Manufacturing Co., has 
announced the appointment of Lew D. 
Tuck as sales manager for the lighting 
division in Philadelphia. Mr. Tuck has 
had thirty years experience in the field, 
coming to Cutler from twenty years as 
field) manager for Jewel Products, 
Bloomfield, N. J. He will be in com- 
plete charge of sales and distribution 
of Cutler fixtures. 


James E. Doughty has been named 
manager of the Capehart-Farnsworth 
Corporation's New England sales re- 
gion according to an announcement by 
Louis J. Collins, director of sales. Mr. 
Doughty has been associated with Be- 
narr Distributors, Toledo, Ohio; Ad- 
miral Corp.'s Memphis branch and 
Philco Corp. 


Ernst E. Bareuther has been ap- 
pointed Controller of the Philco Corpo- 
ration according to an announcement 


WESTERN 


Customers want these 
better, longer-lasting 


Great Western “Renewable” Lag Fuses 
are designed to last longer . . . to give 
better service. This means fewer fuses 
used over a given period of time . . . a 
definite saving in copper and brass. 


Great Western 
PROLONGS FUSE LIFE 
because 


@ Tougher materials give better 
heat dissipation. 

e@ Extra heavy fibre cases and sup- 
porting bars give better support 
to links. 

© Quickly removable ends — mean 
easier cleaning and better oper- 
ation. 


Tell your customers about these Great Western 
features. Help them beat shortages and save 
money by getting the fuse with the longest 
life! For complete information, contact our 
representative in your vicinity. 


THE BEST FUSES MONEY CAN BUY 


GREAT WESTERN 
FUSE DIVISION 


Titeflex, Inc. 
500 Frelinghuysen Ave., Newark 5, N. J. 
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Talk to any old-timer on the job 
and he'll tell you Klein equipment 
is his choice for comfort—for safety 
—for service. Look for the famil- 
iar Klein trade-mark on pliers, 
safety straps and belts, climbers, 
grips and wrenches. Klein has 
been serving the electrical industry 
“Since 1857.” 
ASK YOUR SUPPLIER 


Foreign Distributor: Inter 
Electric Corp., New York 
—\ Write for your 
free copy of 
the Klein 
Pocket Tool f 
Guidetoday! ff 


LE 


3200 BELMONT AVE, CHICAGO 18, ILL 


by William Balderston, president of 
Philco. Mr. Bareuther joined the com- 
pany in 1939 as a chief accountant in 
Indianapolis and has since risen to 
assistant treasurer and his new position. 


William L. Ringland is the new 
chief engineer of the motor and gen- 
erator section of the Allis-Chalmers 
Manufacturing Company's power de- 
partment. He joined the company in 
1935. Other new motor and generator 
section appointments include: J. F 
Sellers, assistant chief engineer; L. T 
Rosenberg, engineer-in-charge of a.c. 
design; and Chester Weilbaecher, en- 
gineer-in-charge of d.c. design. 


Joseph A. McGonegle has joined 
the Cincinnati district sales force of 
BullDog Electric Products Co. He 
formerly worked for the Ohio Appli- 
ance, Inc., Cincinnati wholesalers, and 
did sales promotion and merchandising 
for the General Electric Supply Corp., 
Cincinnati. 


John W. Wallace, formerly sales 
manager of the Fresh’nd-Aire Co., has 
been advanced to the position of the 
Cory Corporation's midwest division 
sales manager. He will supervise the ac- 
tivities of the regional sales force in 


QUALITY SWITCH 
AND WALL PLATES... 
Give You Exactly 
What You Pay for 


Here is headquarters — make all 
your purchases from this reliable 
source, tor full satisfaction and 
economy. 

The HONER line is complete. 
Chrome plates with finish complete- 
ly protected. Made of Grade A dur- 
able steel. 

Industry’s No. 1 quality plates at 
competitive prices. 


HONER MFG. CO. 
The Leading Pilate Manufacturer 


1432 W. VAN BUREN ST. 
CHICAGO 7, ILL. 
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PLUGMOLD 2000 
gives you SWITCHED 


and HOT OUTLETS 
in the 


SAME Receptacle! 


Wine exclusive 

SNAPICOIL eliminates 

multiple connections 
between short lengths - 
receptacles are pre-wired 
in 50 foot coils. 


The Snapicoil 3-wire duplex 
receptacles of the new Plugmold 
2000 multi-outlet system have 
one side switched and one side 
“hot”’—this exclusive Plugmold 
feature means extra convenience 
in homes, stores, offices . . 
everywhere. 


toune 


The same size Plugmold 
2000 raceway also accepts Snapi- 
coil 2-wire duplex all “hot” or 
NEMA 2-wire grounded recep- 
tacles. Only one size raceway is 
needed on the job! 


Plugmold 2000 is easier, 
faster and cheaper to install! 


TO UNE ef 


or the new, 


Write today 
2000 book! 


free Plugmol 


PLUGMOLD 2000 


WIREMOLD’ New 
multi-outlet system 


THE WIREMOLD COMPANY 
Hartford 10, Connecticut 
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Detroit, Chicago, Milwaukee, Minne 
apolis, St. Paul and Omaha. All activi- 
ties of the Cory Corporation's midwest 
sales division, in respect to the prod- 
ucts of Fresh’nd-Aire as well as all 
commercial and domestic products of 
the Cory and Nicro home appliance 
lines, will be managed by Mr. Wallace 


(ERICSON) 


E. W. Gaughan, Crosley general 
sales manager, announces the appoint- 
ELECTR ment of Don F. Miersch and James E 

Ic Farrell as western and eastern divisional 
CORD sales managers, respectively. The dou- 
REEL | ble appointment is a further step in 
| the formation of two separate sales 
organizations to handle expanded ap- 


® Test C&E (Ericson) No. 700 series heavy duty port- é 7 
pliance business. 


able lamps with the customer whose conditions are Another really 
worst. These “toughies’’ do stand the gaff — that's heavy duty 


why they're so widely used. For 25 years the whole product — and , , 
Ericson line, distributed solely through electrical We mean that! Dan D. Halpin has been elected 
wholesalers, has won and held their confidence. It will sis pang: svn an honorary life member of the Radio 
win and hold the most desirable business for you. rg cat and Television Executives Society. He 
Other C&E (Ericson) products are: non-fraying, non- is general sales manager of the receiver 


®@ Reels @ Multiple outlet cords ®@ Broken lamp bose shorting ¢ BOR- division, Allen B. Du Mont Laborato- 
© Plugs ®@ Inspection lights removers — ond binding; constant ‘ I 
© Test leads © Safety transformers many other products retracting speed; ries, Inc. 


Ask for Catalog “W-11" and discounts. So a 
: electrical laboratory of Anaconda Wire 
5209 EUCLID AVENUE ¢ CLEVELAND 3, OHIO _ trical wholesaler. ment, was one of the members of the 
panel of manufacturers who discussed 
Ultra High Frequency at the meeting 


of the National Electronic Distributors 


By ices Association, which was held in Atlan- 

For Dependable, | 
High-Pressure | 

Edwin M. Crawford, Jr., has been 

Connections appointed new territory manager of 


New Mexico and northern Texas for 
the Cory Corporation and its two divi- 
sions, Nicro Steel Products Company 
and Fresh’nd-Aire Company. 


Thomas J. Fleischer, electrical 
manufacturer of Wynnewood, Pa., was 
a guest of honor at the 40th anniver- 
Me, Whetenatore sary dinner of the National Safety 
Here's @ line especially designed for you to 
handle profitably. Each type of connector _ Council held in Chicago, October 22nd, 
illustrated is UL approved tor a large range 
of wires so that you will have only a few in connection with the National Safety 
| ; Congress. Mr. Fleischer, pioneer mem 
BLACKBURN Hi-Strength Line become it is Bae ber of the Iron and Steel Engineers 
Send for somples’ of 7; of these items and Ass'n., assisted at the Milwaukee meet- 
h th t tomers. 
ing in 1912 when the National Safety 
JASPER BLACKBURN CORPORATION Council was organized. 
35 Madison St. « St. Louis 6, Mo. * CEntrai 3007 


Daniel G. Fanelli has been ap- 
pointed sales trainer for the home ap- 
pliance division of The Murray Cor- 
poration of America. He will be 
responsible for the planning and 
execution of all training activities in 
the sale of Murray products. F. S. Lodge 
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was appointed distributor coordinator 
and market analyst for the home ap- 
pliance division. Mr. Lodge joined The 
Murray Corporation in 1950 as district 
sales supervisor in Northern California, 
Utah and Nevada. 


A. D. Hyde and Don A. Stevens 
have been elected to the board of direc- 
tors as management members for Gen- 
eral Mills. At the same time, Charles 
H. Bell, president, announced that Mr 
Hyde would be assigned responsibility 
for General Mills’ non-food operations. 
These include the company’s chemical, 
special commodities and mechanical 
divisions. 


Warren H. Young will direct ac- 
tivities of the field representatives for 
The Bryant Electric Company in New 
England, New York, northern New 
Jersey and northern Pennsylvania. His 
headquarters will be in Newark, N. J. 
F. Cullen Adams, with headquarters in 
Washington, D. C., will cover southern 
New Jersey, southern Pennsylvania, 
Delaware, Maryland, District of Co- 
lumbia, West Virginia, Virginia, North 
Carolina, South Carolina, Georgia, 
Florida and Alabama. John R. Craig 


-with the new HEXACON 


FEATHERWEIGHT 
--|]-- - -- MODEL 30H - ----; 


WEIGHT—S'/ OUNCES (LESS CORD); 
WATTS—40 OR 60; TIP DIA.—BOTH 14” AND 
TIPS FURNISHED; PRICE 


So light its weight is hardly noticeable, 
but more powerful than its wattage rat- 
ing indicates. Hatchet design makes it 
more comfortable and practical to use 
than a soldering pencil. No transformer 
required. Write for complete catalog. 


HEXACON ELECTRIC CO. 
146 WEST CLAY AVE., ROSELLE PARK, N. J. 
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® Flexible Cords 

® Cord Sets 

® Fixture Wire 

® DTX Non-metallic 
Sheathed Cable 

® Military 
communications 
cordage 


Write tor cotalog 804 


DIAMOND WIRE & CABLE CO. 


SYCAMORE, ILLINOIS 


wirins job! 


KEYSTONE 


Interchangeable 

WIREWAYS and 
AUXILIARY 

FITTINGS! 


URALS”’ tot any 


“Ma 


improvised makeshift methods. And 
every item in the KEYSTONE line is fully 
approved by Underwriters to meet all 
code requirements. 


KEYSTONE WireWoys are available in 
Flanged or Flangeless types . . . with or 
without knockouts . . . in sizes of 24" x 
22", 4" x 4", 4" x 6", and 6” x 6", and 
in foot lengths of 1’ through 5’ inclusive. 
Matching elbows, T fittings, hangers, 
brackets, collars, closing plates, and 
reducing bushings also available. Write 
for new “value-packed” catalog today! 


Yes, there's extra profits for you... 
greater customer satisfaction, too .. . 
on every wiring installation made with 
KEYSTONE Interchangeable Wire Ways 
and auxiliary fittings. For the KEYSTONE 
line is the QUALITY line that gives you 
the basic flexibility of arrangement re- 
quired to fit naturally into any electrical 
distribution layout. Provides permanent 
protection for main power lines . . . for 
feeders, branch circuits, control and 
signal wiring systems. Quickly, easily, 
neatly installed .. . saves time and labor 
as compared with piping and other 


it pays to “figure on Keystone!"’ 
KEYSTONE MANUFACTURING COMPANY 


NOW! Territori: 

i cea 23328 Sherwood Ave. © Centerline (Detroit) Mich. 
house facilities. Write 
for full porticulars! 


Sold Through Leading Electrical Wholessters Coast to Coast 
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Ucensed under United Stotes 
Letters Potent No. 1,933,555 


are faster, 
safer and 
neater—_ 


NO SOLDER, NO TAPE, NO ADDITIONAL TOOLS 


The Austin Screw-on Connector is a molded phenlic === => 
plastic shell with a copper coated spring inserted after 


molding. Provides 25% lower electrical resistance and 
up to 3 times the tensile strength. STRIP WIRES 
Just strip the wires, insert into connector, and 
twist. The spring expands and rolls a thread onto copper —— | 
conductors. When you stop twisting, the spring tightens 
down and grips conductors firmly. Connector is skirted SCREW ON CONNECTOR 
so insulated portion of wires is drawn up into connector 
for complete insulation. | — 
IT ROLLS THE THREAD ON 


Write for Information and Prices 


THE M. B. AUSTIN COMPANY 
NORTHBROOK, ILLINOIS 


GUARANTEED 
Your Assurance of 
Best QuauTy SAFE USE 


ILLUMINATED 
SANTA PLAQUE 


OTHERS 
7-TO 25 


INTER 
MEDIATE 


CATALOG ELECTRICAL 
AVAILABLE GEM ELECTRIC MFG. CO., INC. WHOLESALERS 


237-37th STREET BROOKLYN 32, N.Y. U.S.A 
BUSH TERMINAL BLOGS. 


will cover Ohio, Michigan, Indiana, 
southern Illinois, Kentucky, Tennessee 
and eastern Missouri. His headquarters 
will be in Cincinnati. Charles M. 
Shreck, with headquarters in Dallas, 
will cover Iowa, North Dakota, South 
Dakota, Nebraska, Kansas, Oklahoma, 
Arkansas, Texas, southern and eastern 
New Mexico, western Missouri, Louisi- 
ana and Mississippi 


MANUFACTURERS APPOINT 
SALES REPRESENTATIVES 


Producto Electric Co. has appointed 
Fain & Levin, Dallas, Tex., as_ its 
representatives in Texas, Oklahoma 
and Arkansas. Peco also named Russell 
J. Gerde of Minneapolis as its repre- 
sentative in Minnesota, Wisconsin, the 
peninsula of Mich., Nebraska, North 
and South Dakota. Headquarters for 
Fain & Levin are at 6134 Overlook 
Drive, Dallas and for Mr. Gerde—5649 
Grand Avenue South in Minneapolis. 


Great Western Fuse Division of 
Titeflex, Inc., announces the appoint- 
ment of Chester R. Lloyd as sales repre- 
sentative in Louisiana, Mississippi and 
Memphis, Tenn. Mr. Lloyd, who resides 
at 1501 Westbrook Drive, New Or- 
leans, La., will represent the company’s 
lag renewable fuses, lag renewal links 
and fuse plugs. 

Paine Company, Addison, IIl., has ap- 
pointed Ted Tessman’s Agencies Co. 
to stock and sell its complete line of 
hanging and fastening devices in south- 
ern California and surrounding area 
The representative is now located at 
836 Traction Ave., Los Angeles, Cal. 


SODERING 
BRAZING 
WELDING 


L. B. ALLEN CO., INC. 


6701 Bryn Mawr Ave. 
Chicago 31, U.S. A. 
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H. D. Roseth 


Harry D. Roseth, president of the 
Co-Op Electrical Supply Co., Chicago, 
Ill., died October 17. 


A leading industry figure for over 


Here’s low-cost air-handling 
your customers will go for! 


e EASILY INSTALLED! Square 
flanged panel with pressed knock- 
outs for firm fastening in 2 x 4's 
or masonry. 

EFFICIENT! ATTENTION - FREE! 
Blades shaped to move maximum 
air—all parts simply designed. 
HUSKY CONSTRUCTION! Rigid 
bracket arms, heavy-duty bearings 
make these fans stand up for years 
of quiet operation. 

24 to 48” SIZES! Up to 19,000 c.f.m. 
to handle many of your big-volume 
jobs. 


“PUBLIC USE” 
APPLIANCES 


H. D. Roseth 


30 years, Mr. Roseth took an active 
interest in electricity while in college, 
enrolling in several courses in elec- 
trical engineering. After graduation, he 


IN BIG DEMAND for shop, ware- 
house, food processing plants, etc. 
A good profit and reputation builder 
for you! 


Above photo shows simplicity of 
“Buffalo” Belt-Air Installation 


Get your FREE 
copy today! 


All of the popular 
‘Buffalo’ profit 
line disk fans are 
described and il- 
lustrated in Bulle- 
tin 3222-F. Write 
for yours NOW! 


5000 Ft.1.” Galvanized Rigid Conduit 
2000 Ft.2” Galvanized Rigid Conduit 
1000 Ft. 2:.” Galvanized Rigid Conduit 
2000 Ft. 31." Galvanized Rigid Conduit 
1000 Ft. 1/0-3 RHL—600 Volt Wire 
1000 Ft. 2 0-3 RHL—600 Voit Wire 
5000 Ft.1,” Flexible Conduit 
3000 Ft. 3,” Flexible Conduit 
2000 Ft.1” Flexible Conduit 
1000 Ft.3” Flexible Conduit 

300 Ft.4” Flexible Conduit 


Plus Large Stocks of other items 


Here’s a dependable, always- 
on-the-job collector for public use 
of washing machines, radios and 
TV, typewriters, sun lamps in 
gyms, tennis court lights, tourist 
camp lights and similar installa- 
tions . . . it collects the coin, makes 
the electrical circuit, and breaks it 
at the end of pre-set time 
period. 

Mark-Time Coin Meters are 
slotted for dimes and quarters — 
either may be deposited without 
the other. Standard timing is 20 
minutes for 10 cents, 1 hour for 25 
cents; other timings ranging from 
seconds to hours available in 1 to 
3 ratio. 


Head assembly and timing 
mechanism only are available for 
special applications. 


ELECTRICAL DATA 


UL approved 

3400 series—standard unit—AC only 
20 omperes, 125 volts; 10 am- 
peres, 250 volts 

3200 series—specic!l unit — AC-DC — 
10 omperes, 110 volts; 5 om- 
peres, 220 volts. 

For drier use on 220 volt AC circuit, 

relay may be connected to Coin Meter. 

Wiring diagram on request. 


BUFFALO FORGE COMPANY 


214 Mortimer St., Buffalo, New York 
Publishers of ‘Fan Engineering’ Handbook 


Canadian Blower & Forge Co, Ltd., Kitchener, Ont. 
Sales Representatives in all principal cities 


D FIRST 
FOR FANS 
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We also buy your surplus wire. For 
fast action and cash on the line send 
us your surplus wire list. 


Write today for catalog 
sheet and full information. 


RHODES, INC. 


AMERICAN CONDUIT SALES CO ‘HARTFORD 6, COMM, 


700 Berriman + Brooklyn 8, NY 
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entered into various other jobs before 


joining a local utility company. 
LOO K TO After eight years with this company, 

Mr. Roseth joined the Co-Op Electrical 

Supply Co. in 1921. In this firm, his 
experience and common sense were 


WHEN YOU WANT THE soon rewarded. He advanced rapidly 


to department head and then to house 


QUALITY EXIT FIXTURE manager. In 1923, he was appointed 
president of the company. 

Mr. Roseth, a former member of 
the board of governors of the National 
Association of Electrical Distributors, 
was an active contributor to the work 
of the association for nearly 20 years. 

In the Chicago area, he was a charter 
member of the Chicago Electrical Dis- 
tributors Association. 

, Mr. Roseth was actively engaged in 
CAT. NO. 3062 Selective Service during World Wars 
I and II and was chairman of his local 

FRAME, DOOR AND GUARD ARE OF CAST BRONZE. A FIX- | draft board. He is survived by his wife 
TURE THAT LOOKS GOOD IN ANY COMPANY AND ITS and three children. 
QUALITY IS MORE THAN SKIN DEEP. AVAILABLE FOR FLUSH 
OR SURFACE MOUNTING, COMPLETE WITH SOCKET AND Robert Lockhart 
GLASS. LETTERS ARE WHITE 6” ON RED BACKGROUND. OTHER 
COLOR COMBINATIONS ARE AVAILABLE TO ORDER. 


Robert Lockhart, secretary-treasurer 


ALSO MADE WITHOUT GUARD. of the Rutkin Electric Supply Co., 
Asbury Park, N. J., died suddenly on 


Monday, October 6th. He was 52 
years of age. 


Louis C. Upton 


Louis C. Upton, chairman of the board 
and founder of Whirlpool Corporation, 
died enroute to a business luncheon on 
October 9 in Niles, Michigan. He 
would have been 66 years old on the 
following day. 

Mr. Upton had been president of the 
Nineteen Hundred Corporation (for- 
mer name of Whirlpool) since 1933; 
president of the American Washer and 
Ironer Manufacturers Association and 


| he Vv d ° n n to r former president of the St. Joseph, 


Michigan, Chamber of Commerce. He 
ia is survived by his wife, Elizabeth, a 
brother Fred S., and his son Robert C 
Upton, a vice president of the corpo- 
ration. 


e Cast of high strength electro-bronze. 

e Fitted with Duronze bolts and lock- 
washers—this combination of high 
strength castings and fittings pro- 
duces connections which are excep- 
tionally tight — and they won't 
vibrate loose. 

e Easy to install—easy to tape. 

e Internal helical contour grooves con- 
form to lay of the wire so strands 
will not slip, nick, or pull apart. 

e Cost much less than other types of 
connectors —as much as 30% less 
on larger sizes. 


WEAVER co. 


10 v. © St. Louis 6, MO. - CEntral 0881 PITTSBURGH 12, PA. 
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THIEL stants 


Engineered to take punishment 


WON'T BEND OR SQUASH 
. . WON'T SPLIT HARDEST WOOD 


Contractors want these strong, rugged 
flat-top TI 


IIEL Staples because they 
save worry and waste in time and ma 
terial 


they don't have to baby” 
them. THIEL Easy. Drive Staples go in 
straight and true and are the greatest 
improvement in staples for cable work 
(metallic and non-metallic) in 25 
years. Send for FREE samples—e trial 
will convince anyone 


THIEL EASY-DRIVE “NAIL IT" and THIEL 
“EASY-ON" STRAPS are another must for elec- 
trical men. 


@ Sold by Leading Electrical Wholesalers— 
write for information on open territories. 


TOOL AND 
ENGINEERING 
COMPANY 


1417 North Market Street, St. Louis 6, Missouri 


ELECT OUR 
QUALITY FITTINGS 


Non Metallic 
Connector 


#523 


Entrance 
Cap 


ATLANTIC CONDUIT 


FITTINGS CO. 


BOSTON, MASS. 


November, 
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ASSOCIATION 


BOSTON—The goal of the electric 
water heater campaign, which lasted 
from September 2 through November 
15, was 2,500 heaters. Many distribu- 
tors participated in the campaign spon- 
sored by the Electric Institute of Bos- 
ton. The wholesalers who took part in 
the 10 week campaign were: Wahn 
Distributors; Merchants Distributors, 
Inc.; The Boyd Corporation; Frigidaire 
Sales Corp., G.E. Appliances Co., and 
G. E. Supply Co. Additional who!e- 


| salers were: Vaughn Electrical Co.; 
| The Eastern Company; Granite City 


Flectric Supply Co.; Allied Appliance 
Co.; Graybar Electric Co., Inc.; West- 
inghouse Electric Supply Co.; Republic 
Appliance Distributors Corp.; and 
Mass. Gas & Electric Light Supply 
Company 


CHICAGO—The Electric Association | 


announces that space contracts tor the 
electrical industry trade show were 


mailed to prospective exhibitors on | 
September 1 and already 50 per cent | 


of the available space has been filled. 
The show, sponsored jointly by the 


| Electric Association and the Electrical 
| Maintenance Engineers of Chicago, 
| will be held at the Conrad Hilton 
| Hotel, May 11 through 14, 1953. The 


Association has contracted for twice | 
the amount of floor space provided for | 
exhibits at the first electrical trade show | 
held in 1951. This show drew an at- | 


rendance of over 8,000 persons. 


dealers in Cook County was the goal of 
a $10,000 sweepstakes promotion, 
staged by the Electric Cooking Insti- 
tute, an activity of the Electric Associ- 
ation. The campaign ran from October 
15 through November 15. The spring 
drive resulted in range sales in June 
1952, being 6 per cent ahead of June 
1951. 


DALLAS—Mr. Robert T. Martin, of 
the Westinghouse Electric Corp., pre- 
sented the Dallas Electric Club program 
for Monday, October 13. Mr. A. L. 
Ennis of the “Dallas Texans” delivered 
a talk on the Dallas professional foot- 
ball team, followed by a twenty minute 
movie. 


DALLAS — “Aluminum Company of 
America Day” was held recently at the 
Dallas Electric Club. The program was 


The sale of 1,000 electric ranges by | 


ND MONEY 


@ Here's a High Volume Profitable Seller 


One piece NAILKLIP. Faster, firmer method 
of clamping cable and tubing. Entrance coble 
sizes 8—2 to 2—3. Armored and non-metallic 
sheathed cable sizes 14—3 to 10—2. 


@ Send for prices and literature. 


ClydeW int 


Dept 34. 1144W Weshingteon Bivd 
Chicago 7, 
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PARAGON 


TIME SWITCHES 


Install them in poultry 
houses and get two profits 


Poultrymen use Paragon time switches to 
control hen-house lighting—stimulate egg pro- 
duction. Sell and install Model PS-30 or 301 
now — and get in on seasonal demand. 
Farmers know and want Paragon switches. 
They're easy to sell. What’s more, you profit 
twice when you recommend these Heavy-Duty 
models. You get the excellent Paragon profit 
margins (lowest net prices to electrical con- 
tractors) — and you pocket the extra profit 
from installation charges. Cash-in now on this 


Sell Model 301 for morn- 
ing lighting only. Model 
PS-30 offers choice of 
A. M. lighting only — or 
combined A.M. and P.M. 
lighting. Separate dim- 
ming circuit. 3000 watt 
capacity on bright circuit. 


profit-building poultry switch business. 


1000 watt dim circuit. 


WORLD'S FOREMO 
EXCLUSIVE 
MANUFACTURER 


of 
TIME-CONTROL 
SWITCHES 
FOR ALL USES 


st 


Makers of the Famous 
“‘de-frost-it” for Domestic Refrigerators 


Gragon evectric COMPANY 


1630 TWELFTH STREET 


an 
Nependable 


source. 


e TWO RIVERS, WISCONSIN 


SELL MASSEY 


and feel secure in the knowledge 
that MASSEY devices are Under- 
writer's Lab. approved, meet Fed- 
eral specifications + W $890. 


SELL MASSEY, 


the foremost in wiring devices for 
quality and design, COMPETI- 
TIVELY PRICED for QUICK SALE 

. @ steady REPEAT PROFIT- 
ABLE BUSINESS. 


Do you have our complete catalog? 
Send for a copy today! 


A. H. MASSEY, INC. 


300 Longbrook Ave., Stratford, Conn. 


ont and Wall 


Plates and 
iring Devices since 1936 


sponsored by the Texas Power and 
Light Company and the meeting was 
held in the Crystal Ballroom of the 
Baker Hotel. Edward T. Keck discussed 
briefly the Texas Power and Light 
Company's part in the building of a 
steam electric generating station of 
300,000 kilowatts capacity. The prin- 
cipal address was by John D. Harper, 
plant manager of the Rockdale Works 


| for Alcoa. 


HAGERSTOWN, MD. — The No- 


| land Company has announced the fol- 


lowing changes: W. H. Dunn, recently 
transferred from Alabama to Hagers- 
town, assumes the duties of outside 
salesman; J. E. Schrader is the new of- 
fice manager; and Charles Bowers will 
take over Schrader’s duties as outside 
salesman 


MINNEAPOLIS—Preliminary plans 
for the 1953 Electrical Industry Con- 
vention were reviewed at a meeting of 
representatives of various branches of 
the industry and the staff of North Cen- 
tral Electrical Industries. Those in at- 
tendance were: Jack Vilett, electrical 
wholesalers; Sheldon Beanblossom and 
Oscar Norgren, electrical contractors; 
Henry Mayall, electrical dealers; Harry 
S. Davis, electrical manufacturers; and 
Glenn Rowell, electrical inspectors. 
The convention will be held ar the 
Nicollet Hotel, Minneapolis, on March 
8, 9, 10 and 11, 1953. Since the Elec- 
trical Trade Exposition, sponsored by 
the North Central Electrical Manufac- 
turers Club is held on “even numbered” 
years, there will be no exhibit at the 
convention next March 


OMAHA—tThe Board of Directors of 
the Nebraska-lowa Electrical Council 
has announced the adoption and spon- 


TRADE-WIND 
CLIPPER VENTILATORS 


Cabinet model — 
ventilates both 
top-of-stove and 
ceiling 


Ceiling models 
for kitchen — 
both — den 


S$. Moin $t., Los Angeles 37. Calif 
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What ELECTRONS 
are and do 
and what they 
can mean to you 


sorship of Accident and Sickness Dis- 
ability Insurance designed especially 
and exclusively for its members. The 
insurance includes hospital and surgi- 
cal benefits and will be offered through 
the Council's group buying power. 


PITTSBURGH—R. C. Bennett, Jr., 


| 
| vice president and general sales man- 


ager of the National Electric Products 


| Corp., spoke on “Selling Adequate 


Wiring” at the October luncheon meet- 


| ing of the Electric League of Western 


Just Published! 


Pennsylvania. The program also in- 
cluded a full color motion picture en- 
titled “Octopus in the House,” which 


dealt with home wiring modernization. 


| YOUNGSTOWN, OHIO—The first 


PRIMER of 
ELECTRONICS and 
RADIANT ENERGY 


By Don Caverly 


Sylvania Electric Products, Inc 


2nd Edition, 343 pages, 5'2x8 
202 illustrations, $5.50 


If you want t keep on top of your job in th 
electronic age before us you want to know more 
ibout this fast-gr ng field—about what elec 
trons do aes what radiant energy is. Here is ar 
especially clear r simp explanation of elec 
tronics and electr and circuits for all | 
concerned wit! 
operation of househols 
devices. Here is a box 

of electrical 

nd in electronics whic h he 
is yob 


This interesting nd « 1 to-e4 n book b gins 
by giving a picture of the atom -of what makes | 
it up, how behaves, how it occurs in the | 
variations that enable us to use its energy. Then 
it goes or n how the energy in the atom 
gives ri ’ ar und us —-s ind, 
light, and radiar eTR t builds an unde 
standing of how these phenomena are applied in | 
many practical devices 


Look up the ABC explanation of: 
how 1-, 2-, and 3-phase A-C generators work 
how sound is recorded and reproduced 
how power transformers work 
how diathermy machines work 


how ultraviolet can be used to keep food from 
spoiling 


what ultrasonic waves are and how they are used | 
how diode and triode tubes work 


what makes the different kinds of fluorescent and 
hot cathode lamps light 
and a host of other topics 


SEE THIS BOOK 10 DAYS FREE 


Book Co., 330 W. 42 St.. NYC 36 
PRIMER of ELECTRONICS and 


RADIANT. ENERGY for 1 mitts examination on ap 
al it 50, plus fe ‘ 
ve return privilege 
Name 
Address 


ity 


“‘ompany 


program of weekly luncheons of the 
Electrical League of Eastern Ohio re- 
sumed under-the direction of Mr. A. C 
Kirchartz, of the General Electric lamp 
department. The Graybar Electric 
Company and the Moock Electric Sup- 
ply Company held their luncheons in 
October. The General Electric Supply 
Corp. will hold its weekly luncheon on 
November 10, and the Hood Electric 
Company's luncheon will be held on 


| November 17 


SALESMAN WANTED 


with 


. wholesale electrical experience calling 
on Hdwe. stores, electrical contractors, etc. 
Complete line of G. E. wire, cable, devices, 
radios, appliances, etc. 


Attractive proposition for right man. 
Cc ission and exp For New York, 
New Jersey, Pennsylvania, West Virginia. 
Apply in detail. 


RW 5865 Electrical Wholesaling 
330 W. 42nd St., New York 36, N. Y. 


MICHIGAN 
MANUFACTURERS AGENT 


OFFERING COMPLETE COVERAGE—CAN 
PRODUCE SALES FOR MANUFACTURERS 
OF ELECTRICAL SUPPLIES AND EQUIP- 
MENT. 


CAN FURNISH EXCELLENT REFER- 
ENCES AND CAN SHOW RECORD OF 
OUTSTANDING RESULTS THROUGHOUT 
STATE. 


RAS854 ELECTRICAL WHOLESALING 
520 N. Michigan Ave., Chicago 11, Ill. 
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A great variety of ma- 

chines and equipment 
require motor controls for original 
application and replacement .. . 
You can share in this profitable, 
industrial business by carrying the 
FURNAS line. Hand and foot- 
operated controllers in OFF-ON, 
reversing and multi-speed types as 
well as pressure and magnetic re- 
versing switches offer the jobber a 
growing opportunity in the 1 to 10 
hp. controller field. We urge you 
to investigate the many FURNAS 
advantages; our catalog is sent free 
on request. Write for further de- 
tails to Furnas Electric Company, 
1069 McKee St., Batavia, Illinois. 


FURNAS J5 CONTROLLER 
> hp. 22 E 

Hard 


: 
few 
yg 
= \ é 
3 
4 
| 
= 
Pe arc shields prevent flash- 
: j A ver Lever v ible for 
| shipper-r r rope pera- ‘ 
tion re nterchangeable 
» | with hondle 
| 
MOTOR CONTROLS 
| This offer applies w U. 8 only | 
| 
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QUALITY job with 
UNIVERSAL 


PORCELAIN 
INSULATORS 


® Whatever your insulator needs, 
there's a Universal Porcelain Insula- 
tor to make every job a quality job. 


CLAY PRODUCTS CO. 
1549 EAST FIRST ST. 
SANDUSKY, OHIO 


MORE FACTS 
ON PRODUCTS 


Audible Signals—A new supplemen- 
tary bulletin on bells, buzzers, chimes, 
horns and sirens for use in homes, of- 
fices, institutions, ships and industry 
has been released by the Auth Electric 

o., Inc., 34-20 45th St. Long Island 
City 1, N. Y. 


Wire Connector—New wire connec- 
tor consists of a solid brass sleeve with 
a set screw and a bakelite shell. To 
splice two or more wires together, the 
stripped wires are inserted into the 
sleeve, the set screw is tightened and 
then the shell is placed over the entire 
joint and screwed on. The small size is 
approved for 2 No. 18 up to 1 No. 14 
with 2 no. 16 and 1 no. 18 wires; the 
large size is MA-2 for 2 no. 10 up to 
3 no. 12 with | or 2 no. 16 wires. 
Holub Industries, Inc., Sycamore, III 


Incandescent Fixtures — Five addi- 
tional sheets in a series describes con- 
centric ring luminaires for use with 
silvered bowl incandescent lamps. The 
series is published by Silvray Lighting, 
Inc., 100 W. Main St., Bound Brook, 
N. J. 


Wire and Cable—Complete informa- 
tion on cable approved for service en- 
trance, airport and general use is 
contained in a new bulletin, No. 100. 
The single or double conductor cable 
may be used for direct burial as well 
as for aerial installation. Copies are 
available from the Paranite Wire and 
Cable Division, Essex Wire Corp., Fort 
Wayne 6, Ind. 


HARRY J. KAHN 
ELECTRIC SALES CO. 


564 W. ADAMS STREET 
Chicago 6, Illinois 
A Sales Organization 
Representing Electrical 
Manufacturers 


© 4 SALESMEN COVERING 
MIDWEST AREA 


WAREHOUSE FACILITIES 


MINERALLAC 


BEAM 
CLAMPS 


Mounts Minerallac hangers No. 0 to No. 6 on 1-Beams 
safely without necessity of drilling holus. Made of 
heavy gauge zinc ploted steel with deep drawn 
ribs to give needed strength, these durable, light 
weight beom clamps have ‘4-20 tapped holes— 
will fit beam flanges up to % inch thick. Furnished 
with cose-hardened set screw. Low cost. 
Order From Your Electrical Wholesaler 
SEND FOR LITERATURE 


MINERALLAC ELECTRIC COMPANY 
25 North Peoria St. Chicago 7, Mi. 


MINERALLAC 


LEGAL NOTICE 


REQUIRED BY THE ACT or 
AUGUST 24 1912 AS AMENDED BY THE 
ACTS OF MARCH 3, 1933, AND JULY 2 
1946 (Title 39, United States Code, Section 
233) SHOWING THE OWNERSHIP 
MANAGEMENT. AND CIRCULA 
TION OF 


*TATEMENT 


ELECTRICAL WHOLESALING published monthly at 
I*hiladelphia 23, Pa. for October 1, 1952. 


ve publisher. editor, and 
Me Graw Hill Publishing 
t 


1. The name and addres 
managing editor is Put 
330 We 


30 West 49nd Street 
manager, None 


2. The owner ts: MeGraw-Hil 
In 330 West 42nd Street om 
holders holding 1% or more 

McGraw 


ew Yor 
McGraw 

M 33 12nd Street 

Curtis W 

N 


total amount of bonds 
None 

Paragraphs 2 ar cases where the 

on the books of 

fiduciary relation 

for whom such 

the two para- 


kK and securities in 
ona fide owner 


McGRAW HULL PUBLISHING COMPANY, INC. 

By J. A. Gerardi, Vice Pres. & Treas 

Sworn to and subscribed before me this 9th day of 

Soptember, 1952 

[SEAL] ELVA G. MASLIN 
My commission expires March 30. 1954) 
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Color Film—A 20 minute, 16 mm. | 
color-sound film deals non-technically 
with the problem of glare-free lighting 
in the schoolroom. The motion picture, 
“Lighting the Way to Learning,” fea- 
tures before and after shots of lighting | 
conditions that exist in many schools 
today. The film was done for The F. 
W. Wakefield Brass Co., Vegmilion, 
Ohio 


Lamp Catalog—Designed principally 
as a re-order guide, a new two color, 16 
page lamp catalog shows nearly 100 
lamps in traditional, provincial, transi- 
tional or contemporary moods. Sample 

) copies may be secured by writing 
Lightolier, Inc., 346 Claremont Ave., 
Jersey City, N. J. 


Metal Hose and Tubing—Flexible 
metal hose and tubing are made in 
two basic shapes: seamless and strip 
wound. A 16 page illustrated catalog 
shows a wide range of available alloys 
and sizes, suggested applications and 
furnishes data on hose and fittings. En- 
gineering information is also included. 
The catalog is published by The Amer- 
ican Brass Co., American Metal Hose 
Branch, Waterbury 20, Conn 


OPPORTUNITY! 


Chicago’s most aggressive sup- 
ply house operating a number 
of branches can promise op- 
portunity to a few experienced 
men to learn our procedures 
and technique. Men qualifying 
have the opportunity of either 
taking over well established 
territories or managing 
J branches now established and 
those contemplated. 


? Local or out of town applicants 
are invited to write for an 
appointment, expenses paid. 
Ambition and ability are prime 
requisites. 


Address Box P5909 | 
Electrical Wholesaling 
520 N. Michigan Ave. | 

| 


Chicego 11, Ill. 
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ALso 
JK K S ON A Complete Line of 


PORCELAIN ENAMELED 


/ INDUSTRIAL REFLECTORS 
YARDLIGHTS 


Ne. 
8972-8974-8976 


When the coll is for Yardlights sell JACKSON 

They ore impervious to wind ond weother ond 

truly lost o “‘life time.” Made of one-piece 

heavy gouge steel finishe, in three coots of 

Vitreous Porcelain Enamel | wired 
| ond assembied ot Quolity—Good or 
‘ ance. Listed b L. cppreved for R 


Make SURE Your installations. od for catalog 
Customers get Jackson 
... the Yardlight 


\ 
/ 
JACKSON Brooder Heat Reflector 
«Weatherproof 
Sockets Proved’ fect card and) sive 


JACKSON ELECTRICAL COMPANY 


900.910 W VAN BUREN STREET CHICAGO 7, ILLINO! 


Safer rHan EVER 
Beter rHan EVER 


You get added safety and added performance in 
Wall Blow Torches with the revolutionary new 
Pisto-Grip handle. Drawn steel tank has brazed 
inserts and electrically seamed bottom. The Wall 
blow-proof pump means additional safety. Avail- 
able in brass or steel. No extra cost for this new 
handle. it wilt sell on sight! Write today for 
complete catalog. 


COMPOUND KETTLES « FIREPOTS © OILERS © SAFETY SHIELDS © SOLDERING IRONS 
SOLDERS CARRIERS PAINT POTS ACCESSORIES 
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in convenient lengths, on smart 
metal spools for fast and profit- 
able “footage” business . . . well 
known to your trade as the choice 
of leading manufacturers . . . also 
U-L approved Cord Sets that put 
an end to CORDelirium. 
For exacting uses requiring 
special resistance fo oil, 
heat and light, our $O and 
$JO cords are supplied with 


Neoprene jackets . . . both 
40% and 60%. 


CORNISH WIRE COMPANY, 
50 Church Street, New York 7, N. Y. 
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SOLD ONLY THROUGH 
RECOGNIZED WHOLES, 


made by 


OKONITE 
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CONVENIENT FIVE-PACK 
PACKED INDIVIDUALLY Five 30-ft. rolls, %” wide in 
One 66-ft. roll, %” wide in handy container. 
single pocket-size metal can. 


COUNTER DISPLAY FOR THE DEALER 
18 10-ft. rolls, one-half inch wide. 


The result of more than 

fifty years of manufacturing integrity ... 

truly the perfect pedigreed tape ... 

sold in counter display cartons, individual boxes 
and ten-roll dispensers. 


THE LARGEST SELLING TAPE 
IN THE WORLD — Because 


@ It will not dry out 
@ It won't ravel at the edges 
Sold Only Through @ It exceeds all specifications 
Recognized Wholesalers 
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Ideas that will help you sell 


Probably every salesman has at times felt he 
needed new ideas or angles to close a sale. He 
realized he didn’t have enough of the right kind 
of information at hand to properly handle the sales 
interview. 


Should this ever happen to you in regard te 
Fusetron dual-element fuses, there are two ways 
in which you can get real help. 

First, there is the BUSS Fuseman in your terri- 
tory. He is always glad to pitch in and help you 
close a hard-to-make sale. Then, too, he is alway- 
being fed new information from the factory that he 
can pass along to you. By all means cail on him 
when you want information about FUSFTRON or 
BUSS fuses. 


When you need quick action 


Sometimes you haven't time to wait for the BUSS 
Fuseman. Then simply turn to the Bulletin on 
Fusetron fuses that you carry in your binder. 


ANOTHER 
OUTSTANDING 
DEVELOPMENT 

BY THE MAKERS OF 


BUSS FUSES 


N 


This bulletin is more than a price sheet. It shows 
how Fusetron fuses are made—and it does a lot 
more—it SHOWS THE BENEFITS THE USER 
GETS by replacing ordinary fuses with Fusetron 
fuses. 


It is a briefed up sales presentation. It answers 
the kind of questions that come up in a sales in- 
terview. It tells of the many kinds of protection 
that Fusetron fuses give—many of which were not 
heretofore available. 


Whenever the question of electrical protection 
comes up, remember this bulletin. In most cases it 
will give you all the material you need to make a 
sale. Even dimensions and other such ordering 
information are included in this complete sales 
bulletin. 


Maybe you had better check your binder now. 
See that your copy of the Fusetron bulletin is in 
good condition. If you need a new copy, see the 
BUSS Fuseman or ask your Sales Manager. Don’t 
take a chance on losing a sale because you haven't 
the latest information with you. 


Bussmann Mfg. Co., St. Lovis, Mo., Division McGraw Electric Company 


FOR INSTALLATION THROUGHOUT THE ENTIRE ELECTRICAL SYSTEM 
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